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If theWholeWindow 
is Devoted to Sales, 
Then Light All of It 


---Light It the 
FRINK Way! 


This illustration of a Lord 
& Taylor window in New 
York City shows the re- 
markable flexibility of 
Frink Multilite. The same 
intensity of light is pos- 
sible as with the largest in- 
dividual reflectors. At the 
same time all spotting is 
eliminated and complete 
color control may be had. 


The multiplicity of light 
sources follows the theory 
found so successful in store 
lighting. 

Frink foot lights, also 


tadjviddal reflectors are rompueiie from shown, eliminate floor 
ultilite unit without tools. ilass or 
gelatine screens or diffusing glass screens shadows. 


can be inserted without extra frames or ; : 
baa Write for Circular 79. 








Multilite reflectors are units of 2, 4, 6, 8, 


or 10 Silverlite reflectors built into a self- ) 7 
contained unit for accuracy of control and |; = i 
economy of installation and maintenance. im | : Nc 
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“Really a C fashion ey how 
of Wax C figures--” 


This is how many visitors have described the 
exhibition of wax figures at our new showrooms. 


Your inspection is cordially invited. 
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J. R. PALMENBERG’S SONS, Inc: 





1412 Broadway at 39th Street, New York 


CHICAGO SAN FRANCISCO ; BOSTON 
W. Jackson Bivd. 11 First Street 26 Kingston Street 
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IN THIS ISSUE 


The March DISPLAY WORLD 
covers a multitude of subjects 
pertinent to the chief branches of 
display. As classified for quick 
reading the division of subject- 
matter is as follows: 


DEPARTMENT STORES 


“Lithography in the Depart- 
ment Store”; “Romantic Win- 
dows for Hosiery”; “Meeting the 
Store Problems of 1927,” by A. 
W. Coates; “Originality Will 
Command Attention,” by E. J. 
Short; “A Dance Pavilion in the 
Windows,” by Leslie L. Hale, and 
“With the New York Display- 
men,” by. Marjorie Dent Candee, 
will interest executives and dis- 
playmen in this field. 


SHOES. 


“Shoe Windows Refreshingly 
Different,” by Charles R. Rogers, 
is of especial value in ‘this field. 


CLOTHING 


“National Advertising and the 
Dealer,” by “Bob” MHanson; 
“Tips from Britain on Shirt Dis- 
plays,” and “Huge Collar Show- 
ing Quickens Trade,’ by Walter 
L. Welch, will prove interesting. 


GROCERIES 


“Piggly-Wiggly’s Apple Week 
Triumph” shows the importance 
of display to a great chain and 
illustrates how it wins prizes. 


HARDWARE 


“Making Builders’ Hardware 
Interesting” cites means of creat- 
ing passerby interest in hardware 
staples seldom displayed. 


NATIONAL ADVERTISING 


“National Advertisers Ready to 
Yield on Dominating Displays” 
gives the result of The DISPLAY 
WORLD’S survey on the fore- 
most problems of the national 
advertiser. “Getting Displays 
Into Drug Windows,” by C. C. 
Agate, analyzes this issue thor- 
oughly; “An Empress Sighed for 
a Silk Robe,” by Walter I. Willis, 
relates the virtues of the counter 
display. “Dealer Help Data a 
Will-o’-the-Wisp,” by Robert R. 
Brown, strikes at a deficiency in 
statistics which is hindering this 
form of publicity. 


THE DISPLAY FRATERNITY 


“Meeting ‘Big City’ Competi- 
tion,” by Paul W. Hamlin, shows 
the displayman’s value to mer- 
chandising; “How Dutch Asso- 
ciation Was Launched”; “The 
Status of Display in Japan,” by 
C. Kuramoto; “Can the Window- 
man Risk Shabbiness?” and col- 
umns of “Display Club Chron- 
icles” and “Doings Among Dis- 
playmen” cover this field satis- 
factorily. 
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ass Bridal ‘Display | 


Bridal Bouquets consist of White Gardenias, Lilies-of-the- 
Valley, Orange Blossoms and Imported Asparagus Ferns, 
with a shower of white satin ribbons studded with Lilies-of- 
the-Valley. All the material is of the very best grade, just 
arrived from our Paris factories. 














S Y - No. 1 Bridal Bouquet—8-inch spread, 27 inches long, in- 
cluding shower—$10.00 each. 





F=|=% No. 2 Bridal Bouquet—12-inch spread, 38 inches long, in 
\ cluding shower—$15.00 each. 


(e No. 3 Bridal Bouquet—15-inch spread, 42 inches long, in- 
cluding shower—$20.00 each. 


Bridesmaids’ — 


= No. 4—With Yellow Roses $ 
OS ; No. 5—With Pink Roses 
No. 6—With Sweet Peas si 





To Guarantee Prompt Delivery, Wire Your Orders at Once 
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*7) (Gre Botanical Decorating Co.) 

WWer\ Ghe Botamcal Decorating Co. | 

9 =: (ESTABLISHED 1896) = 
=|} 319-327 W. Van Buren Street CHICAGO 3 
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GEO. E. PRUE, . . 
Jordan, Marsh & Co.,. 
Boston, Mass. 

E. J. SHORT, 

Display Specialist, 
Danville, Va. 


C. M: SHRIDER, 

A: £. Stare Co., 
Zanesville, Ohio. 

R. V. WAYNE, 

Detroit Window Display 
Service, Detroit, Mich. 

CHARLES F. WENDEL, 
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Detroit, 
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Lachman Bros., 
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Paul F. Lupo & Associates, 
Los Angeles, Calif. 
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Boston Store, 
Chicago, III. 


PNMe: NNUAL 


F. & R. Lazarus Co. 
Columbus, Ohio. 


Weinstock-Lubin, 
. Sacramento, Calif. 


Louis K. Liggett Co., 
New York City. 


L. S. Ayres & Co., 
Indianapolis, Ind. 





‘Spur Ties” Swing to Bartiskoski Plan 


eESLEY BARTIKOSKI’S protest against 

the ills of the display contest as set out 

in the December DISPLAY WORLD 

bore fruit speedily. Within a month after 

the appearance of his article setting forth 

five modifications of the contest as usually handled, 

one of the largest producers of men’s wear specialties 

in the country and a leading exponent of the contest 

as a publicity stimulus, expressed their approval of 

his cardinal reform and asked The DISPLAY 
WORLD’S aid in adopting the suggestion. 

Bartikoski, who is display manager for the First 
Street Department Store, Duluth, Minn., offered five 
means of improving the contest and insuring display- 
men’s support. “My recommendations for better- 
ment,” he declares, “cover five points: 

“First, I believe that every contest should be 
judged by three professional displaymen who are 
wholly disinterested. Why should the judges consist 
of men who would ‘feel lost’ inside of a window? I 
wonder if a displayman was ever appointed to pass 
upon an advertising layout or a model of machinery. 
No? Then why should men equally handicapped in 
display experience pass upon the character of our 
work ? . 

“Second, cities should be classified more evenly. 
When all the towns over 25,000, for instance, are 
lumped together, the windowmen in the smaller places 
are pitted against all but impossible odds. Even when 
the limitations move up to 50,000 or 100,000 the han- 
dicap is huge, for the resources of the display depart- 
ment in the stores of yet larger cities are infinitely 
gteater.: If the advertiser wishes to ‘work’ the larger 
tities only, there is no good reason for dangling 


tempting prizes in front of, and yet beyond, the reach 
of the small city displayman. 

“Third, all photographs should be numbered and 
cleared of identification marks. Favoritism and 
charges of favoritism can be best combated through 
this arrangement. 


“Fourth, allowance of points on sales needs very 
careful consideration. Elimination is the most feasible 
means of preventing subterfuge and deceit, for here 
is where the ‘four aces’ come in most of the time. 
The average merchant does not give a “whoop” for 
the window contest, and, in most cases, you have to 
beg him to give you a window for a few days. The 
wide-awake dealer, however, is keenly interested in 
its possibilities and wants to take advantage of the . 
big magazine campaigns that usually back it up. He 
takes these nationally advertised products, cuts the 
price to the bone, and makes leaders of ’em for a 
campaign of his own. 


“Naturally a product that is well known and 
offered at bottom prices, sells, and if the displayman 
in this type of store has installed a window, he usually 
comes out ahead on sales points. For this reason I 
say, ‘Cut it out—judge the window solely on its dis- 
play merits. 

“Fifth, all awards should be maff@d to the display- 
man. He is the man who is responsible for the win- 
dow, who puts his time, and, as a rule, his own money 
into the project. He is often the inspirer and pro- 
moter of the local display. He opens the way for the 
showing and does the missionary work to convince 
his executives that it will be profitable. He is worthy 
of his hire.” 

(Continued on page 39) 
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“ Outstanding 


The information contained in the clippings repro- 
e asked 


duced here is, indeed, encouraging and reassuring. 
Many times, young men contemplating qualifying for 
retail publicity work ask about the chances for secur- 
ing employment upon completion of a course of train- 
ing. Fortunately, opportunities in this field have 
always been, and are now, more favorable than in 


erry port almost any other profession. 
the people.” It is interesting to note some of the factors that 
are responsible for this condition. There are over 
a million retail stores in the United States. The 
Koester School is practically the only school in the 
country that specializes in thorough courses of in- 
struction and training in all branches of retail pub- 
licity. When one considers the many hundreds of universities, colleges and special schools which turn many thou- 


sands of workers into professional fields every year, it is easy to understand why the retail publicity field offers such 
attractive opportunities. 

Merchants everywhere appreciate the value of window display and advertising in the development of their busi- 
ness. Many me@hants in small cities of a thousand or more people who have never before done systematic advertising 
are now demanding trained publicity men. 

Advertising, Window Display and Show Card Writing are the keys to successful retail merchandising, The man 
who qualifies for this work takes a long stride toward a higher-salaried and more important position. He is taking 
the EASIEST, QUICKEST and SHORTEST route to manager, partner, or owner of a business. The publicity man 
not only occupies a highly remunerative position, but his work is the most interesting in the store. 


THE KOESTER SCHOOL “éiczt'n* 
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Means of Bringing More Life to the Small Town Department Store Are Suggested in Paul Hamlin’s Three Unit 
Arrangement of Men’s Headgear—Screens and Decoratives Contrast With Light Backgrounds 








Meeting “Big City” Competition 


The Small Town Merchant Must Keep Pace With His Metropolitan 
Brethren—Neat Windows a Necessity 


By PAUL W. HAMLIN 
Display Manager, Neustadt’s, La Salle, Ill. 


TOCKY trims may be all right for some 
classes of goods, but to my mind most of 
them in use at the present do more harm 
than good. The day is past when a dis- 
playman can get a few old shipping cases 

and stack his merchandise to the ceiling. In order to 
meet the competition of the moment, the merchant 
must have a displayman who can show merchandise 
in settings that will create desire in the minds of 
those who have not already determined to buy the 
class of goods that he is showing. 

Most merchants in the smaller towns are simply 
fooling themselves when they depend upon ill-trained 
men in their display departments. In the first place, 
this type of man does not know how to handle special 
settings, and secondly, does not get the touches here 
and there that give the merchandise the effect of say- 
ing, “You had better get me now; I won't be here 
when you come back tomorrow.” Instead, their win- 
dows say, “Here I am; if you want me, all right; if 
not, all right.” 

People these days drive forty miles an hour to get 
to your store and the chief reason for abandonment 
of the country merchant for his city competitor is the 
automobile which carries the small townsman and his 
family to centers where they ‘can see pretty windows 
and a large shopping area. The merchant who is 
combating big city competition has only himself to 
blame if he loses trade in this way. If he will stop to 
think the matter over he will see that I am right. 

In a town in Ohio with a population of less than 
five thousand there is a store doing three-quarters of 


a million volume each year. People from larger cities 
nearby go there to trade. Why? The reason is ex- 
cellent windows, prepared by a displayman who can 
make the public come out to see his work, and it is a 
foregone conclusion that where such a man is avail- 
able business is certain. 

One of the delusions of the small town merchant 
is that he can get along without material expense for 
his show windows. He thinks that by putting a 
basket of flowers in the window he meets all the 
requirements of his location. Unfortunately, his 
patrons can now get into other towns frequently and 
are familiar with the display practices of other stores. 
They know what they want in displays and in service. 

At present I am with a store in a town of 15,000 
population. But this is by no means the extent of our 
scope. Our trading area has been»spread out over 
a radius of forty miles and we are serving one hun- 
dred thousand people. Our mailing list alone covers 
78,000. To insure pulling power in such a widespread 
selling effort, store prestige must be carefully de- 
veloped, and it has been nourished in our case by 
ironclad guarantees on all the goods handled, limita- 
tion of stocks to the best grades of merchandise and 
a scale of reasonable prices. Our displays are not 
crowded and the goods are shown before backgrounds 
and in settings that comimand attention. Special 
events and holidays are followed carefully ; the Fourth 
of July, Armistice Day, Decoration Day and similar 
celebrations are given adequate attention. This is 
Neustadt’s way of producing a following and build- 
ing good-will. 
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Romantic Settings for Hosiery Display 


Pretty Stuff to Handle, But the Displays Seem to Run to a 
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Standard—New Ways to Vary and Vitalize Them 


OW can I find a new. way of showing 
hosiery?” Ever ask the question? Nice 
colorful stuff that carries a constant 
measure of appeal—still, there is a monot- 
ony and stodginess about the usual show- 

ings that prove discouraging. For.variety’s sweet sake 
there is need for new forms of display—new schemes 
that will arouse jaded buyer interest into activity and 
give windows an urge and production competence that 
is all too frequently missing. 

Human interest rallies around the romantic. “In 
the brave days of old,” or the “golden fields of to- 
morrow,” there is constant and unfailing attraction. 
Yesterday moves farther and farther away, losing its 
bitterness in distance and growing more attractive as it 
recedes. Tomorrow lies always ahead, free from cares 
and bright with promise. These themes may be used 
to add lustre to any hosiery showing. 

Take, for instance, a window installed by Mr. 
Hiller for the F. A. Empsall Co., Watertown, N. Y. 
Around a central placque of hose of fifteen years ago 
were grouped showings of the weights and weaves in 
favor at the present. Fifteen years is not a long period, 
but the last decade and a half have seen marvelous 
changes in hosiery styles, and, with the very common 
trait of quickly forgetting detail, a resurrection of the 
vogues of 1912 brought before the eyes of window an 
astonishing contrast. This stoppage faculty was all that 


was required to cause more minute examination of the 
goods on sale and to create greater appreciation of their 
All this, of course, had its reflex in styles. 


values. 


“NOTHING ON HER BUT HOSE”—Taking His Cue from a Dancer’s Costume, C. M. Shrider, A. E. Starr Co., Zanesville, 
Ohio, Dressed His Figure in a Ballet Dress of were 


A trim ankle peeping out from beneath a long skirt 
had its attractions before the advent of the abbreviated 
garments, and, strangely enough, still has. Hosiery 
catches the fancy of the window shopper, perhaps 
through association with this survival. At any rate 
artful windowmen, both here and abroad, are constantly 
finding new means of exploiting this weakness. Behind 
this the astute displayman places the intriguing sur. 
roundings of the boudoir, the tempting appeal of semni- 
concealment, and all the other devices of the good 
showman. 

German decorators are particularly able in handling 
this subject. Clever indeed was the Weimar display- 
man who, in a stocky trim, fashioned a tiny booth on 
the level of vision in which a negligeed figure in repose 
was shown, her face obscured, a neatly clad ankle 
played up strongly under a bright light. Piles of hose 
in the foreground, mountains of hose at the back, leg- 
forms mounting a stair leading to the booth, the display 
combined all the attributes of a sale window, with an 
interest motive that put it miles above the simple stocky 
trim. 

The same motive was employed by a windowman in 
a neighboring city whose treatment resulted in a light 
trim carrying the same appeal. Steps at the background 
led to a platform where a figure apparently was seated, 
a silken limb projecting from behind the canopy, which 
concealed the wearer. On each step a leg form, hosed 
and slippered, was ascending, and, in the foreground, 
masses of hose laid on supports that ran from the plat- 
form to the floor gave an unusual effect. Instead of the 
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customary drape, only the feet 
were in view, the variety of color 
giving a bright and rare vigor. 

At Zanesville, Ohio, C. M. 
Shrider found an idea in a masked 
ball in which a dancer appeared in 
a dress fashioned from _ hose. 
Shrider was quick to follow with 
a display in which a wax figure, 
clad in nothing but hose, was the 
attraction device. Wearing a ballet 
costume with a bodice made of 
light stockings wound around her, 
a skirt of hose draped from the 
belt, she drew hundreds of viewers 
to a window completed with four 
unit-drapes. 

Hunting for a novelty, Chief 
Decorator Schweitzer, of the Ho- 
siery House (Strumpfhaus) Pau- 
let, Wiesbaden, Germany, hit upon 
an ingenious arrangement that by 
sheer audacity startled his public 
and held viewers spellbound for 
several days. The attraction de- 
vice of his display rested in an 
artful combination of painted 
panels and leg forms, four can- 
vases depicting girls in the cos- 
tumes of shop and beach, street 
dress and ball room gown, each 
shown seated, skirts pulled back 
and silk clad limbs carelessly 
draped over four show card panels 
placed slightly in front of the back- 
ground pictorials. The leg forms, 
which made this spectacle possible, 
were so placed that they blended 
gracefully into the panel pictures, 
creating a daring and arresting 
result that riveted the gaze of the 
passer. 

Another interesting treatment 
was used by W. W. Rowley, of the 
Emporium, San Francisco, who 
harked back to the favorite device 
of musical farcists for his attrac- 
tion qualities. On the line of 
vision he placed a group of cut- 
outs of limbs of men, women and 
children executed in white against 
a black background and concealed 
from the ankles upward by a dark 
fabric curtain. The display space 
on the floor of the window was 
given to a light trim of hosiery for 
all the family, and. in the fore- 
ground appeared two life-size pho- 
tographic cut-outs of children. 

Variations of the placque is a 
favorite means oi lending new 
force to hosiery displays, but, un- 
fortunately, the mass of establish- 
ments have not extended them- 
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NOTABLE GERMAN DISPLAYS—At the Top is Schweitzer’s Wiesbaden Triumph; 
the Center Shows a Step and Canopy Arrangement and at the Bottom is Karl Rudolph’s 
Extraordinary Plaques 











selves in making use of their op- 
portunities. An excellent Ameri- 
can illustration of new uses for 
the placque is found in a window 
recently installed by E. P. Lavine 
for the Yowell Drew Co., Orlando, 
Fla., who converted his goods into 
a color chart of the zodiac. Noting 
the interest in astrology current 
among feminine pattons, he exe- 
cuted a display in which a huge 
cylinder cut up into sections in- 
dicative of approaching months 
showed the color of the birthstones 
for each period by assembly of a 
group of hose of appropriate color. 
The result was a cartwheel of 
interwoven neutral and _ positive 
colors that command attention. 

An interesting German devel- 
opment of the same theme is that 
produced by Karl Rudolph for the 
Leonhard Tietz Co., of Dusseldorf. 
Here two circular placques of hose, 
the stocking ends fashioned into a 
rosette border, appeared in the 
center of a plain dark background. 
At their base was a large plateau 
of table height draped heavily in 
hose, its monotony broken by an- 
other placque covered with stock- 
ings of lighter colors. Plateaus to 
left and right in the foreground 
and high stands at the sides, all 
heavily covered, produced an un- 
usual effect. In common with the 
prevailing German practice, the 
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feet of the hose were used to form TELLING AMERICAN DISPLAYS—The frieze showing cut-out limbs against a black 
a decorative scallop about the bases background is W. W. Rowley’s showing (above) for the Emporium, San Francisco. 


of the lower plateaus, occupying 
enough of the floor to banish 
barrenness. To overcome the banal triteness of 
his placques, Rudolph resorted to an innovation that 
appears startling at first glance. At the top of each he 


Below is a shadow box contrast of hose of fifteen years ago and present shades placed 
on painters’ palettes, a product of M. R. Hiller, F. A. Empsall Co., Watertown, N. Y. 


introduced a pair of leg forms, posed as crossed. By 
careful placement a-symmetry was obtained which cre- 
ated an unbroken line from the top forms to the floor. 





Sharon’s “Cupid’s Ball” Sets New Record 


By J. W. SNEDDEN, Sec’y Sharon (Pa.) Assn. of Displaymen 


UPID’S BALL,” annual festal high spot of the 

Sharon (Pa.) Association of Display Men, reached 

new levels of popularity on February 8, when the 

1927 version was staged. “One thousand invita- 

tions were issued, 994 of those invited are here, and the re- 
maining six are on the way,” a Sharon newspaper quotes 
club officials as declaring on the evening of the celebration. 

It was a social and artistic triumph in which locale, music 
and merriment were in full accord. Buhl Armory had been 
transformed into a fairyland of red and white, and the 
hundreds of dancers who thronged' the floor were dazzled by 
its brilliance. 

In the center of the hall stood a fountain, erected on a 
platform of white petals, with great red hearts at each cor- 
ner. Above hung a chandelier of red and white streamers in 
tiers. All the ceiling lights were decorated in the same man- 
ner, and those high on the wall were covered with red 
cylinders. Especially effective were the small side lights, 
which were disguised as broad-petaled flowers. 





Streamers from different points were centered in the 
middle chandelier and made a graceful roof. The woodwork 
of the wall was covered with white, and here and there were 
touches of pale green, a distinctive note in the color scheme. 


The orchestra loft was arranged like a bazar booth, decked 
completely in .red and white, with the Cupid’s Ball emblem 
at the front. 


More than 400 couples made up the happy throng which 
made possible the most successful dancing event ever held 
by the displaymen, and Greenville, Grove City, New Castle, 
Youngstown, Pittsburgh, Cleveland, and other cities were 
represented by dance lovers who enjoyed every minute of the 
evening. 


Ev Jones and his Merry Makers, of Cleveland, provided 
an exceptional program of dance music, and, while at times 
the tempe was seemingly slower than that to which Sharon 
dancers are accustomed, it was explained that with such 4 
large crowd it was impossible to play faster time. 
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Stocky Windows or Artistic Trims? 


There Isn't Much Distinction Between the Two Types When Their 






Objectives Are Considered—A Compromise Is Possible 


By M. H. LUBER 





ATHER difficult, it 
seems, for many of 
our displaymen to 
blend attractiveness 
and sales pull in 

their windows, and perhaps this 
is one of the reasons why there is 
so much quibbling over the rela- 
tive values of “sales windows” 
and “artistic displays.” 

Stop and think about the most 
important question in merchan- 
dising show windows properly. 
Why are we displaying merchan- 
dise? “To make sales” is the 
only reasonable answer. Regard- 
less of the beauty with which a 





Display Manager, The Killian Co., Cedar Rapids, Ia. 





window is bedecked and the effort - 
which the decorator expends in 
constructing a scene in which the 
colorful attributes of -his goods, 
the symmetry of balance and the enhancement of light- 
ing will win the admiration of the passer, his work fails 
unless he is able to inspire desire for his goods or con- 
dence in his store. 

There isn’t such a great distinction between the 
“sales window” and the more pretentious display 
when the ultimate objectives are considered. There 
ought to be no wide divergence between the methods 
which govern their arrangement. The misunderstand- 
ing arises from the fact that under the first term we 
have been accustomed to identify windows in which 
huge quantities of stuffs have been shown very fre- 
quently in higgledy-piggledy fashion, in marked con- 
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A STRIKINGLY ATTRACTIVE GLOVE DISPLAY 
Luber Demonstrates His Ability to Create Attention Compelling Exhibits—Not a 
“Sale Window” But a Decidedly Effective Sales Medium Despite “Light” Treatment. 





aturally Into the Background Under Mr. 
Luber’s Skillful Handling—Théy Have a Balance and Color Harmony and Make This 
Showing a Focus for Feminine Eyes. 
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trast with the light trims and the artistic show cards 
which have featured displays not so obviously intended 
to suggest cheapness. 

There are times when the first type of window 
must be used, or altered into some flashy method of 
attracting public interest. The old idea of covering 
the store front with a huge canvas banner informing 
the passer that prices have been slashed and that 
goods will be sacrificed to raise money belittles the 
position and community standing of the self-respect- 
ing store. The “stocky” window followed this mode 
serving as an admirable substitute and no good alter- 
native has yet been found for it. However, it is pos- 
sible to visualize a compromise 
with the “artistic window” while 
lessening its shoddiness. A great 
many displaymen might find it 
hard to strike this happy medium 
because we are too inclined to 
swing to an extreme, allowing our 
style preferences to overbalance 
our judgment. 

The day of mere display is 
past. Window advertising is a 
genuine necessity, and its devel- 
opment calls for utilization of the 
same principles which are found 
in the printed medium. Our dis- 
plays must create the viewer’s in- 
terest, must convert this interest 
into desire, and finally cash the 
desire into sales. The display- 
man should be big enough and 

(Continued on page 39) 
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Ready to Yield on Dominating Displays 


The DISPLAY WORLD Survey Shows Progressive Firms Bowing 
to Retailers’ Dislike for Material Occupying Entire Window 


ERETOFORE it has always been cus- 
tomary with this company in showing 
window displays to dominate the window, 
or where it was possible, to secure the 
whole window for our own products. 

However, I believe this is a mistake. I think that the 
manufacturer should not attempt to ‘hog’ a window, 
but should cooperate with the merchant to the extent 
of insisting that in making his window displays he 
include various products. I am inclined to think that 


“this is the method we will follow the coming year. 


“It is our aim and intention in the future to. assist 
the merchant in every way we possibly can in dis- 
playing not only our own goods, but to give him 
ideas and methods of displaying other goods he may 
carry in his stock in order that he may profit just as 
much as posible not only in our line, but any other 
lines he carries. Our men are being trained, when 
putting in windows, to put in just as much of the 
merchant’s stock as he possibly can together with our 
own. The manufacturer who today fails to take into 
consideration the merchant’s interest and assist him 
in every way possible to make money is certainly 
making a mistake.” 

Such is the declaration of the director of sales of 
a well-known food specialty company which is mak- 
ing splendid progress with a new product. It is one 
of the most interesting statements secured from a 
limited survey of national advertisers conducted by 
The DISPLAY WORLD during the last six weeks of 
1926. 

As heretical as his opinion may seem to many 
window advertisers, it, nevertheless, received the sanc- 
tion of a majority. Of the fourteen firms which com- 
mented on mixed displays, nine indorsed the plan, 
two registered as opposed, one declared obtaining dis- 
play space not a problem, and one was non-committal. 
How they lined up may be gleaned from the follow- 
ing excerpts from replies to questionnaires. 

“You ask us what is the method we follow to 
insure maximum placement of our displays,’ says 
the correspondent for one of the country’s largest 
manufacturers of sanitary specialties. “The answer 
is that we attempt to hand out material that the aver- 
age dealer will like, something that he can use in dis- 
playing a number of products rather than devoting 
his entire window to our products.” 

“It is the writer’s personal opinion that there is 
a chance for several manufacturers to get together 
and develop a schedule of window displays covering 
their respective products, combining their products 
into one window display,” is the declaration of the 
advertising manager of a leading dentrifice company. 
“Naturally the products must be of a kindred nature.” 

“It has always been the policy of our company, 
at least since the writer has been with this organiza- 





tion, to urge our dealers to display other products 
along with our goods,” an executive of a hardware 
specialty factory writes. “But it has never been our 
policy to urge dealers to put in windows exclusively 
of our products, although we have shown exclusive 
displays in our dealer house organ and our sales 
literature, and these have been copied by dealers, and 
solid displays have been frequently put in by dealers 
of thir own accord. But along with our solid display 
illustrations we have also shown displays made and 
used by dealers showing our products in windows 
along with other seasonable merchandise.” 

“We have always realized that the dealer has other 
goods to sell and realize a profit on as well as on our 
goods. Consequently no attempt has been made to 
monopolize his time and attention and window display 
space for our wares.” 

“As to our attitude toward the tendency to create 


window display material which supplements a mer- - 


chandise display, it is our belief that the manufacturer 


_who refuses to accept this tendency is going to have 


trouble in getting his displays used effectively,” is the 
dictum of a leading medicine company. 

“We have thus far used window displays of such 
a nature as to occupy the entire window,” is the reply 
of another medical concern. “But we realize the im- 
portance of using the other character of display so as 
to permit the druggist to have some space for other 
articles, and, therefore, in the future our displays will 
probably be planned along a more modern line.” 

“We get the best artists we can for this work and 
get out a very high-class and expensive display,” says 
an official of another proprietary medicine house. “We 
feel that if we are willing to go to this expense to 
create a high-class and attractive display that we 
should have the entire window or that portion of the 
window to ourselves. If we are willing to go to con- 
siderable expense for the window, we feel that we 
are not asking too much for the entire window for at 
least a week or ten days.” 

A manufacturer of insectides writes: “We can not 
think of any general merchandise that would be used 
in connection with this material. Most insectides are 
trade-marked articles and we do not wish competitors’ 
products or advertising used at the same time ours is 
used.” 

“The reference you make to combination displays 
is not concurred in by us,” says the spokesman for a 
dentifirice house. “We believe that when we pay for 
the installation, plus all the other things to be taken 
into consideration, that the druggist is only matching 
his window space with all the things that we are doing 
to make it an unusually profitable transaction.” 

Producers of apparel and men’s wear specialties, 
who face an entirely different problem in display, 

(Continued on page 69) 











March, 





people 
social 
might’ 
secure 
the m 
“natio 

Sal 
strong 
erly st 
tailer’s 
public 
after ; 
they c 
zest a 
for di 

In 
it mea 
is pur 
ofa c; 
or am 
vanity 
she is 

Qu 
his a 
dealer 
sumer 
reming 





927 


ite 
T= 


ve 
he 


ch 











March, 1927 


THE -DISPLAY WORLD 


Presented Just as the Cloth Featured Broke Into National Advertising, This Display of “Tiger Twist” Suits With 
Its Cut-out Tigers and Magazine Advertising Exhibits Was a Winner for Mr. Hanson 








National Advertising and the Dealer 


The Measure of Benefit Which He Derives from the Manufacturer’s 
Publicity and a Way to Blend It With His Windows 


By “BOB” HANSON 
Display Manager, Nelson-Moore Co., San Diego, Ca’. 


EFORE manufacturers began to distribute 
on a national basis there was little of the 
universality which today marks American 
life. Nowhere else in the world, it is said, 
is there so large an expanse of country 

peopled by a folk so similar everywhere in habits and 
social outlook. Production to supply the wants of a 
mighty nation and distributive methods calculated to 
secure national outlets have made this possible, and 
the mighty instrument of popularization has been 
“national advertising.” 

Sales managers know by large experience that 
strong advertising campaigns are essential to prop- 
erly support their dealers. They have faith in the re- 
tailer’s local advertising, but they sense a need for a 
publicity barrage to aid him in his offensive. Long 
after a product has been established in public favor 
they continue their consumer advertising with as much 
zest and enthusiasm as at the outset of their drives 
for distribution. Why? 

In some lines where style and timeliness are issues, 
it means much to the consumer to know that what he 
is purchasing is not provincial or local. In the choice 
of a car, a fur coat, a new hat, a suit, a new perfume, 
or any of a multitude of familiar commodities, the 
vanity of the buyer is served by assurance that he or 
she is buying correctly and modishly. 

Quite naturally the manufacturer is glad to have 
his advertising supplemented by displays in his 
dealers’ windows, for at this point, where the con- 
sumer must make a choice of brand and make, the 
reminder values of the window are of the highest 


importance. If it is a valuable medium unaided, it 
is made doubly so when hooked up with newspaper 
or magazine media. 

“Quite true as concerns the manufacturer,” some 
retailers will say, “but what do we get out of it?” 

There is an extraordinary benefit in sight for them. 
The first direct result of the tie-up is an increase in 
sales, a consequence which can be proved by a mass 
of examples. The second is enhancement of store 
prestige, which has a cash register value of unde- 
niable importance. 

A case in point in illustrating the effectiveness of 
the tie-up display for sales promotion can be cited 
from my own experience. My employers, the Nelson- 
Moore Co., last fall put in a feature display in con- 
nection with a full page Saturday Evening Post ad- 
vertisement exploiting “Tiger Twist,” a new cloth 
used by the House of Kuppenheimer. Installed the 
week the ad appeared, one of the prominent elements 
of the accessories was a copy of the “Post” opened 
at the appropriate page. The illustrations used here 
were reproduced in two large tiger cut-outs in natural 
colors which were made the chief attraction devices. 

This would have won us the plaudits of the Kup- 
penheimer organization, and might have proved our 
progressiveness if no tangible results in sales had 
been noted. But the pretty part of it is that the gains 


"were tangible and plentiful. The very first day twelve 


suits made of the new cloth were sold—and the retail 
price on each was sixty-five dollars. 

Prestige is created by the same effort. A high- 
class clientele finding our store prepared to serve them 
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A TRIO OF CHARACTERISTIC OFFERINGS BY BIRMINGHAM CLUB LEADERS 


Top, millinery charmingly contrasting with caen stone; the black and white models stand out strongly in their 
light surroundings. Note the gilded set piece, scroll work and moon. This is a Pizitz Co. showing produced by 
Display Manager Harry Hoile. Center, a lingerie display of rare appeal brightened by an ornamental screen and 
a cut-out shown against a pleated fabric back, hollyhocks serving as decoratives. This is by Joseph Apolinsky, 
display manager for Loveman, Joseph & Loeb. Below is a striking display of men’s apparel, relieving usual drab- 
ness by introduction of the cut-out of a “Southern” observation platform, installed as the colleges of the territory 
opened. This display by John G. Monteabara for the Louis Saks Store, Birmingham, appealed strongly to students. 
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Hoile Organizes Sixth Display Club 


Birmingham Windowmen Rally to Standard of Veteran Who Has 
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Founded Associations Wherever He Went—Named First President 


HERE is a new dis- 
play club in Bir-@& 
mingham, Alabama 
organized the first 
night in February 

and already blessed with a1 
esprit de corps that would dc 
credit to many an older associa- 
tion. The interest which its mem- 
bership reveal in their new so- 
ciety and the pleasure which they 
exhibit in recounting its strength 
and the prowess of its most 
gifted representatives declare the 
existence of a craving long enter- 
tained but very much delayed in 
gratification. 





Again comes to light the Mother Goose Rhymes, Vividly Portrayed in Background Panels, Give Lustre to Mr. 


genius of leadership and the debt 
which the majority of men in all professions owe to 
the leader of volunteer movements. Into a sphere 
where others see a pronounced need and daily pursue 
their several ambitions, disdaining the promptings of 
their hearts to give a bit of their time to the common 
good, comes a man who rises just a trifle above the 
humdrum of every-day duty and by his devotion turns 
the vision into a reality. 

Birmingham contains just as fine and able a group 
of displaymen as are found anywhere in the United 
States. Windows in which the best in merchandise and 
in settings proclaim craftsmanship entitle them to this 
distinction. But they did not have a display club until 
Harry Hoile came to town. 

Hoile, veteran member of the International Asso- 
ciation, once its president and more recently an effi- 
cient treasurer, could not long remain indifferent to 
such a situation. Wherever he has gone in his long 
career as a windowman, he has deemed it his duty to 
foster display organizations and five local clubs have 
risen along the route of his journeys as testaments 


* 
le 





Officers of the Birmingham Clib—Left, Harry W. Hoile, President; Left Center, Joseph Apolinsky, vice-president; Right 
Center, Eugene Cowgill, Recording Secretary; Right, Earl H. Furman, Treasurer 


Apolinsky’s Toy Display and Evidence His Ability as Interpreter of Modernist Art 


to his organizing zeal. In Birmingham the field was 
white for the harvest when he planned his drive. Let 
Eugene Cowgill, display manager for Blach’s and sec- 
retary of the new association, tell the story of the 
effort. 

“The first meeting was held on February 1 at the 
Chamber of Commerce Building,” says Mr. Cowgill in 
his account of the club’s launching, written especially 
for The DISPLAY WORLD. “The purpose was to 
create a displaymen’s club and thirty-five members of 
the craft were in attendance. The meeting was called 
to order by Harry Hoile, of the Pizitz Dry Goods Co., 
organizer of five other clubs, who outlined the purpose 
of such a society and found his audience in complete 
sympathy with the move. It was at once decided to 
form a club and to elect officers. 

“Nominations were at once taken up and voted 
upon. Mr. Harry Hoile, of Pizitz Dry Goods Co., 
was unanimously elected to the presidency. Joseph 
Apolinisky, of Loveman, Joseph & Loeb, was elected 
(Continued on page 37) 
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Lithography in the Department Store 


Ban Against Dealer Helps in These Great Centers Dwindles as 
Manufacturers Provide Material Which Brightens Windows 


N our particular in-| 
dustry we probably 
have to be more! 
fussy about our dis-; 
play material than in 

any other business, with the pos 
sible exception of jewelry,” said 
the sales manager of a_ well- 
known men’s apparel house re-# 
-cently. ‘“Men’s wear stores will 
not spread large colored litho- 
graphed cut-outs in their win- 
dows, and most of our material 
has taken the form of small 
pieces not too striking in nature, 
and designed to blend in with the 
harmony of the store layout.” 

The problem which confronts 
this manufacturer is even more 
troublesome to the producer of goods marketed through 
department stores, where the emphasis on display dig- 
nity has kept the gates barred against dealer helps which 
find ready acceptance in less exacting establishments. 
So formidable has the opposition to lithographic dis- 
play material in these quarters seemed that many pro- 
ducers have been content to abandon their schemes for 
dealer assistance through the windows. 

That their squeamishness has been founded upon 
supposition rather than fact seems to be borne out by 
developments now transpiring, which seem to indicate 
the willingness of the department stores to use any 
meritorious material which fits into their plans for 
window publicity. That cheap and gaudy panels and 
cut-outs are still taboo is unquestionable, but the suc- 
cess attained by several houses selling principally 
through department and dry goods stores indicates that 


“4, 


Monito Hosiery Swells the Lists of Manufacturers Making Good Use of Dealer Helps. 
Joseph Apolinsky, Louis Saks Co., Birmingham, Demonstrates Their Fine Appearance 


there is a marked desire for high-class “helps” which 
render genuine service in pleasantly presenting and 
popularizing the featured wares. 

“Beacon blankets” have been in the spotlight dur- 
ing the past fall and winter, not because of any de- 
partures in manufacturing, or of any outstanding 
change in selling methods, but primarily on account 
of the excellence of the lithographic display material 
furnished the dealer. 


Blanket making was an art of the Indians of the 
southwest long before the white men came and in 
the villages of the Pueblos youngsters are still being 
taught the operation of primitive looms and the weav- 
ing process which endows the products of these 
aboriginal craftsmen with brightness and symmetri- 
cal design. What could be more natural than to hark 
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The Interest Which the Indian Always Inspires in Child and Adult Alike Makes Dealers’ ‘Helps Useful in Everett Quintrell’s 
Beacon Blanket Display for the Elder & Johnston Co., Dayton, Ohio—Without Them It Would be a Drab, Colorless Spectacle 
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back to these native weavers for color and attention 
value? 

A cut-out was fashioned showing a brave crouched 
beside his little daughter while he instructed her in 


finishing a blanket. An actual blanket was drawn 
through her hands and the father apparently was 
helping her to support it. 

A second and related unit showed a Pueblo, naked 
save for a breechcloth, huddled before a loom in 
which was a partially woven blanket. This special 
weaving was one of the most interesting features of 
the display, winning attention and “selling” viewers 
on the requirements of good blanket construction. 

Universal interest was created by the third piece, 
which depicted a youthful brave glancing admiringly 
upon his betrothed. This cut-out was equipped to 
provide for draping of a large blanket over the 
shoulders of brave and girl alike, and a brightly 
colored show card placed in front explained its pur- 
pose. Under the caption, “The Pueblo Marriage,” 
was the terse explanation, “The Pueblo Indian An- 
nounces His Marriage by Slipping His Blanket Around 
His Mate.” 

With these interest-arousing aids at his disposal 
it was no hardship for the alert displayman to create 
a window of unusual power. The beauty of the 
blankets alone is sufficient in the average showing 
to insure attention, but when to this was added the 
lure and fascination of the Indian scenes the effect 
was irresistible. 

No cleverer plan to garner public interest has been 
evolved in years. The Indian, always a romantic 
figure, would have sufficed to arrest attention, but the 
designers saw greater possibilities. Through cut-outs 
they supplied information concerning the primitive 
manufactures of the southwest, illustrating the pro- 
cesses of weaving and dyeing, features which in- 
stantly intrigued the viewer. To cap their climax 
they showed him the Indian wedding ceremony, 
emphasizing the ritualistic part which the blanket 
played. Few there were who could view this cut-out 
without silently thanking the designer for calling this 
quaint and beautiful custom to their attention. Here 
commercialism was being served without impelling 
command to buy, and the display was transcending 
mere presentation of beautiful merchandise while 
affording the passer a spectacle that he was glad to 
see, 

Notwithstanding this rare development, every 
item in the display successfully stresses the useful- 
ness, the prettiness, and the romance of blankets. All 
combine to stamp indelibly on the mind of the viewer 
the name of Beacon blankets in such fashion that he 
will for all time associate the brand with the creators 
of the interesting window. It is hardly surprising 
that veteran displaymen in metropolitan stores were 
quick to grasp the display material’s possibilities and 
to make the fullest uses of its flexible units. 


NEW ADVERTISING CHIEF AT BENJAMIN’S 

R. W. Staud has been appointed advertising manager for 
the Benjamin Electric Manufacturing Co., Chicago, succeed- 
ing P. A. Powers, who now becomes sales manager of the 
company’s refrigerator division. 
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Depicts Prison Scene from Faust 


Ray Williams Creates Effective Tie-Up with Visit of 
Grand Opera Company to Jacksonville, Fla. 


By R. C. BALZER 
Display Manager, Levy’s, Jacksonville, Fla. 


ARGUERITE lay dying on a bed of straw 
while Faust stood near and Mephisto- 
pheles hovered in the background, swiftly 
losing his sinister power. Marguerite 
dies but is saved. Such was the scene 

from Faust which appeared in a window at Cohen 
Bros. when the Philadelphia LaScala Grand Opera 
company, played here during the week of February 
14-19, under the auspices of the Edward DeSaussure 
Post, American Legion. This window has a caen 
stone background, a balcony with a railing, and a 
wide pair of steps under it. Two massive doors are 
at the top of the steps directly under the balcony and 
the entire window floor is of marble. In this setting 
the prison: scene from the opera was enacted in a very 
realistic manner. The portrayal was faithful, and, 
truly, one of the characters looked like the “devil.” 
The display was the product of Ray Williams, who 
recently assumed control of the Cohen Bros. windows. 


Of course, if one stopped to think that the char- 
acters were supposed to be inside the prison walls, 
while this scene was staged on the outside steps, the 
effect would be lost. But I dare say 60 per cent of 
the onlookers were ignorant of the theme of the opera 
and, therefore, enjoyed the display. It was beautifully 
lighted and faithfully carried out with this one excep- 
tion. The writer enjoyed it, as did the wife and 
daughter, and we knew the scenic requirements. 


Comparatively few window tie-ups were seen. 
The Arnold-Edward Piano Co. had a nicé showing of 
posters and photographs, as did the Naomi Music 
Co., the Cable Piano Co., and a few others. I had to 
be content with a display of tuxedos and accessories 
and a poster or two. 


The foundation work is going along rapidly on the 
Levy Store Building and we are going to have a 
“swell” place about September. It will be the last 
word in ready-to-wear for men and women, including 
shoes, millinery, ladies’ underwear and notions, um- 
brellas, bags, beads, hosiery, novelties, etc. 


Jacksonville, for the past few weeks, has been 
shedding her winter display skin and is now fresh 
and beautiful in full spring array. Mr. Peter Breslin, 
at Furchgott’s, has a most pleasing array of spring 
displays in his beautiful windows, featuring every- 
thing from dusters and furniture polish to beautiful 
evening gowns and wraps. The writer has straw hats 
and high-grade Hart, Schaffner and Marx suits, Man- 
hattan shirts, Mansco. underwear, Phoenix hose (men’s 
and women’s), and two windows of beautiful ladies’ 
coats, suits, dresses, etc. 

Rhodes, Futch, Collins Co. has a magnificent dis- 
play of beautiful period furniture in their south win- 
dow (about 18 by 30 feet). 
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How Dutch Association was Launched 


The Patriotic Courage of a Handful of Amsterdam Windowmen 
Converts a Forlorn Hope Into a Strong National Body 


O Americans familiar with the wide extent 

of their own country, the task of forming 

a national organization calls to mind an 

unending series of conferences, weary 

miles of traveling and extensive corre- 

spondence. For this reason the ease with which the 

Netherlands Association of Display Men was born 
seems remarkable. : 

The Dutch windowmen’s organization came into 
being in November, 1925, through the patriotic reflex 
of activity on the part of the transient German deco- 
rators, whose interest in the organized display move- 
ment across the frontier inspired the formation of a 
club at Rotterdam and the launching of a general mem- 
bership campaign. 

The Dutch displaymen, alarmed over the prospect 
of seeing their countrymen converted into dependents 
of the German Bund, were courageous enough to start 
a local club at Amsterdam, which boldly assumed the 
name of the Netherlands Association of Display Men. 
After a discouraging beginning, in which enthusiasm 
was lacking and membership slight, they finally got 
under way and planted groups in several cities. Last 
November the fruit of their work for national unity 
was attained when the Rotterdam Club agreed to enter 
their ranks, breaking direct connections with the Berlin 
organization. In this accomplishment the decision of 
the Germans to cast their lot with their adopted country 
was a happy feature, their delegates expressing them- 
selves as deeply interested in the creation of an inter- 
national union of window decorators. 

The inspiration of the gathering which saw their 
entry into the Dutch body resulted in a move to create 
a genuine international, and steps were immediately 
taken to call a conference of the Continental and Eng- 
lish bodies for this purpose. : 

The genius of the leading spirits in the Holland 
organization is easily established by their work, speci- 
mens of which appear opposite, as well as in the 
story relating to foreign manufacturers’ displays. The 
skill exhibited by Tinney, Baranski, Keaver, Schutte 
and Brommet places them on a par with the best of their 
foreign contemporaries. 

When the Rotterdam Club of the German Association of 
Window Decorators and delegates of the Netherlands Asso- 
ciation met at The Hague on November 28 to consider plans 
for merging the German group into the Holland body, a 
memorable session was launched. : 

The convention came to order at eleven o'clock. Present 
were eight representatives of the German Association and 
an equal number of Dutch delegates. With common consent 
of the two groups, Delegate Klawer was chosen chairman. 

Following his address of welcome, the assembly got down 
to business. Chairman Baranski, of the Rotterdam Club, re- 
sponded to the address, expressing the hope that the meet- 
ing would be productive of good results, and, that since the 
displayman’s work was international, the union of effort 
which was planned might be the forerunner of a genuine 
international body of displaymen and decorators. He said 
that one of the reasons which wartanted this expression was 
the similar desire entertained by Secretary Lawrence, of the 








Lingerie Display by J. Brommet, Utrecht, Holland—Note 
‘the Improvised Background 


British Association. He concluded with a ringing appeal to 
“build up the international organization of the craft.” An 
outburst of applause greeted him on conclusion. 

At this time Chairman Klawer laid the proposal for union 
of the Rotterdam Club with the Dutch Association before 
the delegates and submitted the agreement which had been 
outlined to provide for this action. 

The question of a choice of association organs brought a 
deadlock, the votes of the eight Rotterdam delegates being 
cast for an insert of Dutch news in the “Schaufenster Kunst 
and Technik,” organ of the German Association, the Nether- 
lands delegates standing firm for their own publication. A 
compromise was effected by Delegates Gobel, of Rotterdam, 
and Jongepier, of the Dutch Association. As soon as this 
was accomplished and the delegates realized that the last ob- 
stacle to union was cleared away, there was a storm of 
applause, followed by concentration upon choice of the pro- 
visional committee to govern until officers could be chosen. 
This resulted in the election of Klawer, Tinney, Baranski, 
Britz and Brommet; the last named was designated as secre- 
tary. 





DECEMBER FOOTWEAR OUTPUT FALLS OFF 

Production of boots and shoes during December, 1926, 
was 1,343,000 pairs less than for the preceding month, the 
figures being 25,415,333 and 26,758,436 pairs, respectively, ac- 
cording to figures made public by the Department of Com- 
merce. Of the total production, 21,779,519 pairs consisted of 
high and low cut leather. 

The figures indicate increased production of women’s high 
and low cut leather shoes, which is due to the decrease in 
production of shoes with canvas, satin and other fabric uppers 
since this class consists largely of women’s footwear, the 
department states. 
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Meeting the Store Problems of 1927 


The Consumer Holds the Key to the Merchant's Success and im 
Reaching Him the Store’s Publicity Men Know Shortest Routes 


By A. W. COATES 
Publicity-Sales Manager, W. W. Mertz Co., Torrington, Conn. 


TORE problems for 1927. What are they? 
It seems as though that is a timely subject, 
because possibly many merchants start 
their store year as we do on February 1, 
and during 1927 it will be only to those 
that plan that will obtain or deserve profits. 

We are in business to make profit out of merchan- 
dise. I say “we,” meaning every individual connected 
with a department store. Certainly some coordinator 
must balance the efforts of all, and he must be an 
efficient executive ‘who understands the principles 
and practice of cooperation. One of the biggest 
weaknesses in department stores is lack of coordina- 
tion. 

It is important that we recognize the customer as 
the only “boss,” and we must cater to his wants if we 
would sell at a profit. “How shall I know the wants 
of my customer?” Do you ask that question, Mr. 
Merchant? If you don’t care, if you are the type who 
hires an advertising man or displayman at a good 
salary and then demonstrates your lack of knowledge 
and efficient judgment of human beings by not dis- 
playing confidence in the ability of the men you hired 
—don’t read any further. He who knows it all is 
beyond education. 





You hire merchandise men and buyers who are 
always short of something, yet you say figures prove 
that the department has overbought—the solution is 
not to have the stock so heavy that shortages will 
overbalance it. It is unwise to starve a department 
of either staple or novelty merchandise while mer- 
chandise which does not turn so rapidly must have 
the larger mark-up. 


Stock control is the process of keeping the various 
stocks balanced—unit control of stock must be sub- 
stituted for hit-or-miss buying. In many cases the 
buying power is given to the department without 
supplying or applying means of control. This means 
that you accumulate stocks of undesirable merchan- 
dise. When the commodity is in disfavor, pushing 
the merchandise is an evil. 

Does your advertising man tell you that, or has 
he, through loyalty and respect for you, neglected 
to take you into his confidence. Get this straight— 
advertising to push old merchandise during the sea- 
son of new merchandise, because the buyer wants to 
dispose of it, has a tendency to create a bad reputa- 
tion for the department and.store in general. 


Advertising makes sales, but advertising will not 
sell poorly bought merchandise. Sales make turnover 
and turnover has two angles, volume and rate of turn- 
over, which are both controllable with a system of 





A Springtime Shirt Display by Mr. Coates 


_ unit control of stock. Summed up, good advertising, 


plus clean stocks, makes turnover and profit. 

Advertising is not expensive. It is the buyer of 
space that makes space expensive. With the increased 
cost of advertising space, human desires must be con- 
stantly and aggressively stimulated to make people 
buy and use the goods that otherwise would not be 
wanted. Advertising has the pulling power it always 
had, but people do not want bargains all the while 
any more than hash at every meal. 

Search out your new merchandise for its human 
interest appeal. Use your eyes, your ears, your heart. 
People are interested in themselves and the impres- 
sion that possession of things will create on their 
friends. They are looking for things to increase their 
comfort and happiness, to satisfy love of home or 
family, to quench their thirst for the new, beautiful 
or fashionable. 

Put your heart into the advertising copy and wake 
up the people of your city to those desires. We lose 
in technique the essentials of good advertising. Ad- 
vertising is a message, a story. Take your lesson 
from the successful newspaper. Perhaps the reason 
people don’t read your advertising is because news 
is more appealing. If so, you are losing a great ad- 
vantage, for what is more appealing or holds a more 
interesting story than new merchandise? 

Don’t assume that your goods are rightly mer- 
chandised. Know by the unit-control system. There 
is no store too small to profitably apply it to the more 
important departments where style changes influence 
the demand. Plan to arrive at an objective, a com- 
plete plan involving all the store, and you will suc- 
ceed in proportion to the certainty of your plans. Be 
sure you have the necessary automatic contact in all 
departments. 
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Add Snap to Unusual Displays 


You can easily produce lighting effects with X-Ray 
Reflectors which put punch into your displays. The best 
lighting equipment in your windows is always the most 

















profitable. 
. | “Jack” and “‘Jill” for 150-watt lamps and “‘King”’ and 
of pe “Queen”’ for 200-watt lamps are four popular X-Ray Re- 
ed | ; flectors. X-Ray Reflectors range in capacity from 100 to 
n- 500 watts for all sizes and types of show windows. In- 
dle expensive X-Ray color equipment is available for each one. 
be - & Meg 8 Ask your electrical man about X-Ray Reflectors. 
ys gis ee BR 
ile For startling “‘center-spot-beam”’ effects use X-Ray 
si : Floodlights and color equipment. 
rt. 
: CURTIS LIGHTING, Inc. 
ea 1119 West Jackson Boulevard 
or | 31 W. 46TH STREET CHICAGO 3113 W. 6TH STREET 
‘ul NEW YORK LOS ANGELES 
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The Status of Display in Japan 


Flourishing Department Stores in Flowery Isles Boast Well-Trained 
Display Staffs—Windows on American -Lines 


By C. KURAMOTO 
Editor, “Shoten-Kai-Sha,” Tokio 


MERICANS are apt to think of Japan as 

a country of the mysterious Orient, but 

the island empire is not so different from 

your own country as to business. There 

are many newspapers, some with a circu- 

lation of 1,000,000, all kinds of magazines, street cars, 

~ motor buses, radios, theatres, movie houses, depart- 

ment stores, mail order houses, chain stores, and so 

on, For this reason it is not strange that Japanese 

merchants take as lively an interest in their windows 
as American tradesmen. 


The best show windows in Japan may be found 
in some of the department stores of Tokio, Osaka, 
Kyoto and Nagoya, the leading cities of our country, 
and the displays resemble the French and American 
constructions. Very rarely do they show an Oriental 
trend, largely because the superintendents of our de- 
partment stores often visit Europe and America for 
ideas and endeavor to keep their establishments up 
to date. Another contributing factor is the group of 
department store displaymen whose firms have sent 
them to the United States to obtain display informa- 
tion. Among the active displaymen are a number of 
graduates of American display schools; of these K. 
Ishii, display manager of the Mitsukoshi Store, of 
Tokio, and T. Nakayama, display manager for the 
Matsuzakaya Store, Tokio, are conspicuous examples. 
Even larger is the group of displaymen who have 
studied American display technique and advertising 
men, and electrical engineers conversant with Amer- 
ican methods. So influential are they that Japanese 
window trimming, decoration, lighting, show card 
writing and kindred lines are excellent. 


To indicate the extent to which interest in display 
has advanced, it is worth pointing out that most of 
our merchants are using reflectors. Then you can see 
the beautiful decorative effect of color lighting ob- 
tained through footlights or spot lighting as in 
America. 

The extent of display development in Japan can 
best be estimated by a glance at the accompanying 
illustrations. Here are pictured displays by S. Makino 
and S. Kimura, of the Mitsukoshi Store, Tokio, and 
S. Okamoto, of the Daimaru Store, Osaka. These 
indicate how thoroughly Occidental in technique the 
Japanese trimmers have become. 

Organization of the display departments of the 
large stores is virtually the same as in the states 
with from five to twenty displaymen for from four 
to eight windows. The frequency of display change 
is usually twice a month, but in some establishments 
changes are made every two or three days. 





Modern Japanese Displays—At top and bottom are displays 

by the Mitsukoshi Department Store, Tokio, the top being 

the production of S. Makino; S. Kimura installed the other. 

In the center is a window by S. Okamoto, of the Eaimaru 
Store, Osaka 


To my great regret, I must acknowledge that most 
of our windows seem to lay more stress on decorative 
effect than upon selling in spite of our publications’ 
campaigns of many years’ duration in behalf of more 
fruitful methods. But the condition is all but avoid- 
able, as there are no display schools in this country 
and our displaymen’s basic training is obtained in 
art schools as artists. Hence Japanese windows have 
no strong appeal to urge passers to buy, but they are 
very beautiful and artistic. However, I can foresee 
the evolution of our retail windows until they accom- 
plish the buying urge so necessary in boosting sales. 
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THE ADLER-JONES CO. 
649 S. Wells Street 


Artificial Flowers—Decorations 


BOTANICAL DECORATING CO. 
319-27 W. Van Buren Avenue 


- Artistic Decorations & Artificial Flowers 


CHICAGO CARD BOARD CO. 
666 Washington Blvd. 


Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1119 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


DAVENPORT-TAYLOR MFG. CO. 
412 Orleans Street 


Bronze Tablets and Changeable Signs 


INTERNATIONAL REGISTER CO. 
13 South Throop Street 
“CUTAWL” Decorative Cutter 
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Chicago affords the most complete Display Equipment and Decoration Market in the 
World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 


THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 


Air Brushes and Accessories 


THE BODINE-SPANJER-JANES CO. 
. 1160 Chatham Court 


Distinctive Display Decorations 


REFLECTOR & ILLUMINATING CO. 
1417 West Jackson Blvd. 


Lighting Equipment for Show Windows 


SCHACK ARTIFICIAL FLOWER CO. 
134-140 North Robey Street 


Window and Interior Decorations 


SILVESTRI ART MFG. CO., INC. 
1035 Orleans Street 


Bakard Compo Display Creations 


Endorsed by most critical and discerning displaymen and merchants 


everywhere—and recommended to progressive purchasers by 


the 


Buyers Service Bureau of The DISPLAY WORLD. 
Write for Catalogues! 
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Getting Displays Into Drug Windows 
Manufacturers Must Consider Separately the Chains and the Small 


Independents—The Scope of the Installation Service Field 


By C. C. AGATE 
Managing Director, Window Display Advertising Association, New York 


EALTH problems are of intimate concern 
to everyone. This lays us all open to the 
purchase of remedies and drugs for the 
cure of all our ills. And there being a 
fairly long profit on the manufacture of 

such preparations, particularly those of a proprietary 
nature, large advertising sums are frequently available. 
This results in unusually severe advertising competition 
in this field, probably one of the causes for the price 
cutting and free goods situation. 

In introducing new. drug products, the value of 
dealers’ windows as an aid in securing distribution has 
long been recognized, so that manufacturers are often 
willing to make the dealer a very attractive offer in 
goods or money for the chance to put in his display 
material. 
uation where frequently through the power of quan- 
tity buying, not only must window space be purchased, 
but advertising allowances and “P. M.’s” provided 
as well. 

A budget to take care of the installation of window 
displays in the drug field is almost a necessity. In plan- 
ning this, the following conditions should be considered : 

In the chain or departmentalized store, the amount 
of window display which can be placed without payment 
or free deals is usually very small. However, as the 
volume of the business which may be secured represents 
about 15 per cent of the total drug store sales, it may be 
well worth considering. 

Probably the only displays which can be placed in 
these stores without payment fall into two classes: 

Display cabinets, stands, racks, signs, containers, 
etc., which in themselves are of value to the retailer. 

Displays of the so-called “altruistic” type, represent- 
ing an opportunity to feature attractively, related 
articles in such a manner that the merchandise value 
of the display space involved is increased for the dealer. 

If no sum is available for the installation of the 
display material and it does not fall into either of these 
latter types, but small amount of distribution can be 
expected in these stores. 

The larger independent stores representing about 
25 per cent of the volume of sales are next most im- 
portant. . Here, too, free deals and in some cases pay- 
ment is often a requisite for securing placement of 
advertising material. Many independents have their 
own window dressers and use but little manufacturers’ 
advertising. 

These windows are, however, often open to a display 
of the type of the small boy seated before the mirror 
on a keg, performing his first shave with Colgate’s 
Cream. These were installed by the advertiser’s own 
display crew. Many windows in these stores may also 
be secured through the installation service organiza- 
tions and many may be still had for the asking. 





Once begun, it has finally resulted in a sit- . 


In this second group, therefore, provision must also 
be made for installation, although it is not nearly as 
expensive as in the first class. 

In the last group are the small independent stores, 
representing probably 85 per cent of the stores and sixty 
per cent of the volume.’ 

The use of display material may be arranged for 
in these stores in several ways, depending largely on 
the size of the city or town where located. 

In the cities and larger towns, Installation Service 
is usually available, but manufacturers’ salesmen, direct 
mail and sometimes trade paper advertising is fre- 
quently resultful. 

In the smaller towns, unless near cities, Installation 
Service Organizations are not often available and space 
may be secured without a budget for installation, pro- 
vided the displays are worthy of the dealer’s use and 
are properly merchandised to him. 

Compared with other advertising media, window 
display differs but little. The greater the circulation 
and the greater the potential sales involved, the greater 
the cost of placing the advertising. 

The problem, therefore, which confronts the adver- 
tiser of a drug product is to decide whether the volume 
of business which he can expect from the larger out- 
lets warrants the extra cost of installation—remember- 
ing that in providing it he receives reasonable assurance 
that the expensive display material will be used and not 
wasted. 


Window Forum at Gotham Ad Club 


Prominent Speakers Address Advertising Body on 
Relation of Display to Distribution Problems 


By VICTOR W. SEBASTIAN 
New York Representative, The DISPLAY WORLD 


INDOW display was the favored topic at the 
meeting of the New York Advertising Club 
on February 11, when a number of speakers 
were given the opportunity to extol the 

virtues of the medium. C. C. Agate, managing direc- 
tor of the Window Display Advertising Association, 
acted as chairman and announced the first annual 
National Display Week which his organization is plan- 
ning for the week opening May 16. He explained that 





this was to be held under the auspices of the parent ' 


body, the International Advertising Association, and 
its 370 affiliated clubs, working in cooperation with 
the W. D. A. A. 

In this connection a special hand-book will be pre- 
pared and distributed to the stores desiring to enter 
the contests: in their cities during the window display 
week, givitig information on every conceivable ques- 
tion that may arise. Cooperation with chambers of 
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commerce, Kiwanis clubs, Rotary clubs, exchange 
clubs, Lions’ clubs, boards of trades, and other mer- 
chants’ organizations will be enlisted in addition to 
the mercantile trade journals and local daily news- 
apers. 

W. C. Kirby, head of the Trade Service Depart- 
ment of E. R. Squibb & Sons, of New York City, 
and M. F. Schlosser, president of the Ex Lax Mfg. 
Co., of Brooklyn, N. Y., also addressed this meeting, 
which besides being an overflow event was the largest 
gathering ever held by the W. D. A. A. outside of the 
annual convention. Their topics embraced the always 
interesting one of installation service, the consensus 
of opinion being that a reliable service was the only 
guarantee of uniform and effective displays. 





NEW YORK CITY ELECTRIC SIGN SHOW REVEALS 
MANY NEW NOVELTIES 

Many unique novelties for dealers’ windows in promoting 
nationally advertised products were disclosed for the first time 
at the New York Edison Company’s Electric Sign Show, 
February 14 to 19, inclusive. Spectators who visit this notable 
annual spring event commented on the number and variety of 
effective dealer helps shown and that it attests the marked 
growth in this department of the industry. 

National advertisers sent representatives seeking new 
ideas, and from the wealth of material exhibited their trip was 
well rewarded. More individuality was noted in the designs, 
showing a departure from the stilted and stock ideas, with 
greater effort to meet each particular advertiser’s sales pro- 
motion plan. 

Among a number of these prominent exhibits were Ross 
Displays, Inc., showing Scene-in-Action signs; Bray Screen 
Products, motion pictures for window display; Crown Color- 
ing & Chemical Co., material for coloring electric bulbs ; Flex- 
lume Sign Co., small window display signs; Helio Sales Co., 
changeable letter signs; Photo Fabric Corporation, new win- 
dow display motion signs ; Spencer Lens Co., of Buffalo, N. Y,,. 
window display motion picture machine; Vitalux Corporation, 
motion picture apparatus; Display Service Corporation, line 
of Hy-Lite changeable signs; Betts & Betts, Inc., flashers for 
displays; Viking Products Co., directional signs; Van Leer 
Products, changeable letter signs; Capitol Merchandising 
Service, motion picture service; Displawel Case Co., quantity 
electric signs; Animated Products, quantity and special order 
signs; B. L. Akins, Inc., directional signs, and the Electric 
Display Corp., changeable letter signs made of Karolith 
material. 

Other unusual exhibits were the Automatic Movie Dis- 
play Company’s new devices, the General Electric Co., Edison 
Mazda and National Lamp Works. Divisions, the Aurora 
Beacon Corporation’s silk letters for display illumination, 
the General Appliance Company’s flasher devices, Spanjer 
Brothers’ revolving turntable, the Chester Mechanical Adver- 
tising Company’s automatic book, the Westinghouse Lamp 
Company, Presto Products’ flashers, Betts & Betts’ flashers, 
James H. Betts’ flashers, Standard Slide Corporation’s win- 
dow displays, Horner Utilities Corporation’s reflectors, Color 
Animation Corporation’s color absorbing signs, Tork Com- 
pany’s lighting and sign control clocks, and the Time Ad 
Corporation’s advertising clocks. 





TO STAGE STYLE SHOW IN OAKLAND MAY 2-3 

A fashion show and exhibition will be held at Oakland, 
Cal, at the Paradise Ballrooms by the Western Direct 
Sellers’ Association.on May 2 and 3. Most of the exhibition 
space has already been contracted for, the association an- 
nounces, through Albert G. Burns, president. Announcement 
of the coming event is being made several times a week over 
tadio station KGO. On the days of the show the proceed- 
Ings, according to present plans, will be broadcast by this 
Station. Interested persons are scheduled to come from eleven 
western states to participate in this event, the first to be 
held by the association, Mr. Burns declared. 
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The New Corner {@ 
Bracket Fixture @ 


[Screw Locks to Glass—No Adjusting] 


The Only 


Corner 
Fixture 
of Its 
Kind 


Will not loosen or 
come apart; needs 
absolutely no atten- 
tion. Wood socket 
complete with fixture. 
Channel socket, 40c 
. extra. 









4 Different Size 


Quadrants 
7-inch ......$2.25 
9-inch ...... 2.50 

10-inch ...... 2.75 

BH-meh ...... 3.00 

Packed in Cartons 
of Twelve 


DEALERS, Write for 
Special Discounts 


LOCK-ON 
FIXTURE CO. 


44 No. 9th Street, Philadelphia, Pa. 






































SAVE MONEY! 


We will make your 
old faded velours, 
silk or other mate- 
rials you have used 
for window decora- - 
tions into 


New Materials 


We dye it any shade you 
want, even black to light. 





Guaranteed Approved 
German Method 


Herzberg’s Fine Art Dyeing, Inc. 
531 E. 8th St. Brooklyn, N.Y. 





WINDSOR 4476—WINDSOR 5738 
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Originality Will Command Attention 


Many Show Windows Seem to Be Well Arranged and Yet Do Not 
Pull—It Is the Unusual, the “Something Different,’ That Counts 


By E. J. SHORT 
Display Specialist, Danville, Va. 


INDOW | display, 
if effectively han- 
dled, not only at- 
tracts the atten- 
tion of the passer- 

by to the merchant’s store 
and his goods, but it also 
adds to the general attractive- 
ness and air of prosperity of 
the whole business section of 
the town or city. Probably 
more than any other form of 
advertising, it makes imme- 
diate sales at the point of 
contact. 

In order to accomplish suc- 
cessful results, however, the 
display must have effective- 
ness, it must have the power 
to stop the passerby, and, 
after the prospect has stopped, the message must be Many show windows seem to be well arranged and 
so interestingly delivered that he will enter the store yet they do not “pull.” It is the display with orig- 
and buy the merchandise. It is manifestly impossible inality which gets the attention. In these days, when 
for any advertising medium to make sales to all who - so many shops are competing for a share of the avail- 
observe it, but the average merchant could increase able business, it is the unusual—the “something dif- 










































A Decorative Panel in Black and White or Color Creates an Atmosphere of Quality 
for This Setting Designed for Intimate Apparel 





the effectiveness of his displays by devoting a little ferent’—that makes people stop and look. 

more thought, and perhaps a few more dollars, to his By this we do not mean that other show windows 

showings. do not pull at all, but the unusual one has the advan- 
_ What is it that stops the people on the sidewalk ? tage in attracting the eye. Two windows, side by 


side, may feature exactly the 
same things, yet one has a 
crowd before it from morn- 
ing till night while the other 
does not get a second glance. 


One was arranged by a 


man with taste, artistic sense _ 
and a realization of color har- y . 

ne 
mony and values. The other leit 


was dressed by one whose 
idea was to get the product 
into the window’. without 
thought as to the details of at- 
tractive presentation. Thought 
and time devoted to arrang- 
ing a window display artisti- 
cally is time well invested, for 
if the display is in good taste 
the natural inference of the 
observer is that the use of the 
products featured bespeaks 
good taste. This is a bit of 
the psychology of suggestion 











Setting for Hosiery Prepared by Mr. Short, in which a Huge Black and White Pictorial : J is 
is the Magnet of Attraction which is universally true. 
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“Some Lessons in Window Decorating”’ 
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HIS book contains layouts of 15 different window displays, 
including merchandise and show card arrangement, as well 








Ly] to follow. They give every detail for making tubes, rosettes, 
Ty fringe, draperies, ruffled edges, waves, fringed draperies and net 
CH treatment. 
C1 The chart of holiday and seasonal color combinations will be 
= | especially interesting and helpful. 
a | Send for a copy of this book together with a sample of Dennison 
2 crepe paper. A copy of Dennison’s Window Bulletin will also be 
a mailed to you. 
X Dennison Manufacturing Co., Dept. 45-c, Framingham, Mass. 
Please send me, without charge, your book “Some Lessons in Window Decorating,” 
: sample of Dennison crepe paper and a copy of Dennison’s Window Bulletin. 
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as background suggestions. 
Instructions on the various crepe paper display effects are easy 
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& e . Mr. 
How Philp Popularizes Gas Service §-:: 
living 
Display Manager of King’s County Lighting Co., of Brooklyn, Resorts ae 
to Romantic Themes and Colorful Settings to Prompt Interest acl 
3y COLEMAN W. McCAMPBELL ide: 
New York Correspondent, The DISPLAY WORLD io ha 
HE threefold purpose of gas company dl 
window display, as stated by Guy Philp, , 
display manager for the Kings County * 
Lighting Company, of Brooklyn, in a harmg 
recent interview with the writer, is: First, plays. 
to educate the community to the superiority of gas as things, 
~ a fuel; second, to stimulate the sale of gas appliances ; definit 
and third, to create prestige. _ ean: 
Creating prestige is particularly important, Mr. aia 
Philp believes. It identifies you immediately with the bie 
community as a distinct asset and attraction. The hole 
public will soon go out of its way to view your dis- ns 
plays and will always point them out with pride to P ae 
visitors and tourists. In this way the first essential of Ss 
all selling has been accomplished. You have gained & 
attention and inspired confidence! Selling the idea of Lightn 
gas and the use of gas appliances will then be simple. entirel: 
This matter of creating prestige through appeal- oe 
ing, interesting windows is almost more important and th 
to gas companies than department stores. The latter Date ; : 
use big ‘newspaper space daily to tell of their bar- GIVING NOVELTY A FLING—Mr. Philp introduced Other : 
gains in merchandise, to indicate trends in fashion, action in the top display by a purse illuminated at intervals The 
: : 5 from the interior when a $5.00 gold piece, silver powder : 
to introduce new novelties. The gas company, as a compact, a handkerchief and lipstick became visible. It book 0 
rule, uses much less newspaper space and is not on was a novel way of playing up the sales offer “$5.00 in gold for ma 
the daily shopping list of the housewife. It is only if you buy that heat control range this month.” Below, Mr. 
. : : . : today and yesterday are contrasted through glimpses of ; 
when something goes wrong, a new appliance is kitchens of present and past. pealing 
needed, or a bill is due, that the gas company is con- them 
sulted. So, if an impression that is continuously As regards the type of displays, Mr. Philp tries parents 
favorable and friendly is desired, windows that tell to surround the appliances with as much human in- way th 
your story in effective merchandising pictures can be terest and romance as possible. ;The appliances in type at 
a big help in accomplishing it. They will also enable themselves are not beautiful enough to make an im- such a: 
you to successfully compete with department and pressive display. Pictured in ideal settings or in con- Tei 
other stores handling gas appliances. crete applications they have a more immediate appeal. desiral 
nationa 
or shov 
ship, wv 
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THE EASTER URGE IN GAS MERCHANDISING—“Monsieur” Easter Egg Comes to Life and Holds All Passers with Hei 
Cincinn: 





an Appeal for Hot Water Heat—Easter Bunny Also Has a Role in Mr. Philp’s Window, Becoming the Show Cards’ Support. 
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Mr. Philp is particularly partial to room interiors 
which always have good attention value. For instance, a 
living room furnished and arranged in good taste 
with a radiant gas heater in the fireplace and perhaps 
a cut-out figure or two. Or you can have colorful 
kitchens and basement play rooms, the latter stress- 
ing the convenience and cleanliness of gas for heat- 
ing and the small space required. Model interiors 
also have the advantage of elevating the local standard 
of taste and linking up with the model exhibition 
homes now under construction. 


In speaking of color, Mr. Philp says: “Color by 
harmony or contrast plays a major part in most dis- 
plays. Windows full of good clear color are pleasant 
things, but unless that color leads the eye to some 
definite point its advertising value is lost to a great 
extent. If many colors are used they must be har- 
monious; if few, they should be strongly contrasted 
either in color or tones of the same color. Some- 
times one small brilliant spot of color brings the 
whole interest to a center and there the copy or ap- 
pliance should be. Often we can lead the customer’s 
eye to what we want him to see in this way.” 


One of Mr. Philp’s windows for the Kings County 
Lighting Company was based on an. illusion to an 
entirely different thing. It showed a cut-out poster 
of a woman with parasol and bustle of the nineties 
and this copy: “Bustles and Coal Stoves Are Out of 
Date; You Wouldn’t Wear One, So Why Use the 
Other ?” 


The jacket design on “The Mauve Decade,” a 
book on the “Gay Nineties,” which has been in vogue 
for many months, inspired this window. 


Mr. Philp has found that fairy-like displays ap- 
pealing to children are good salesmanship and uses 
them often. The children will usually stop their 
parents and insist on a detailed explanation. In this 
way the story is doubly effective. Windows of this 
type are excellent to link up with special holidays, 
such as Thanksgiving, Christmas, Easter, etc. 


In many instances, strictly good-will windows are 


desirable, windows tying up with special local and. 


national events. Even when they do not mention gas 
or show gas appliances they create prestige and friend- 
ship, which, after all, is important. 





EXPONENT OF BETTER MERCHANDISING ON TOUR 


More and more merchants are demanding facts concern- 
ing the dominant features of modern merchandising. De- 
spite the number of mercantile bodies which are supplying 
information through conventions and research, there are hun- 
dreds of retailers who have not availed themselves of these 
avenues and are quick to grasp at more ready sources when 
within approach. 

One of the latest services of this. nature is that offered 
by the American Institute of Business, which is cooperating 
With newspapers in short courses of instruction. Henry W. 
Stanley, director, is now spending forty weeks of each year 
In the field going from city to city and offering a series of 
lectures for merchants and executives. Among the subjects 
which he covers at length is window display, which usually 
is a daily topic. P 

He is now on tour and has been engaged for lectures in 
Cincinnati, Lexington, Louisville and Indianapolis. 
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What About Your Easter Window Trims? 


—Some of our New Period Display 
Fixtures can help you much in making 
attractive trade pulling displays of your 
merchandise for this occasion. 







It might be a good 
business move to 
look into your pres- 
ent equipment and 
see if a new set is 
not advisable. 





We catalog’ sets 
for Shoes, Women’s 
Wear, Clothing, Fur- 
nishings—ranging in 
price from $25.00 to 
$85.00 per set, with 
which attractive re- 
sults can be had for 
immediate shipment 
and season’s dating. 














Of- Interest to Display Men 


ASK FOR SPECIAL BOOK C-91 
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BABY HERCULES 


—SPOT AND FLOOD— 


DESIGNED ESPECIALLY — 
FOR THE DISPLAY MAN 


HUMB screw at bot- 

tom for focusing has 
a 3-inch range of adjust- 
ment. The entire front 
containing the lens is 
telescopic, allowing a 
further adjustment of 2 
inches. This enables the 
focusing from a 2-foot 
spot to a 10-foot spot at 
a 10-foot range. 


The front is removable for flood lighting. 


Spring clips are provided to hold color frame when 
used either as a spot or flood light. 


It contains a 334-inch spherical reflector and has 


a 5-inch imported condensing lens. 
I 50 




















Complete as shown $ 
with three color gelatines 








DISPLAY STAGE LIGHTING ‘COMPANY 


334 WEST 44TH STREET 
NEW YORK 
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1.A.D.M. Inspiration~Whence Drawn? 


Comparison of The DISPLAY WORLD Pre-Convention Platform 
With Progressive Measures Proves Body Accepts It as Pattern 





TIME PROVES THE VALUE OF THE DISPLAY WORLD’S PROGRAM FOR I. A. D. M. 


In May, 1926, The DISPLAY WORLD proposed a 
platform to the International Association of Display Men 
which roused a storm of opposition among the veteran 
leaders of the organization. The platform contained eight 
planks calling for: 

(1) A policy broad enough to assure representation to 
all groups advertising by display. 

(2) Greater membership. 

(3) An educational department operating throughout 
the year. 

(4) A speakers’ bureau. 

(5) Debate with representatives of other media. 

(6) Advancement of better lighting. 

(7) Cooperation with all trade publications devoted to 
better lighting. 

(8) Employment of an executive secretary to increase 
membership and promote educational activity. 

William L. Stensgaard, director of displays for the 


Stewart-Warner Corporation, was elected president at the 
following convention of the I. A. D. M. on a platform 
pledging action paralleling planks two, three and four 
above, as well as an efficient administration, a construc- 
tive program and maximum activity. Faithfully adhering 
to his pledges, within nine months after his election he 
gives additional proof of the soundness of The DISPLAY 
WORLD program by an effort to bring national adver- 
tisers into closer relation with the I. A. D. M., a sub- 
stantial compliance with plank one, and establishment of 
a national bulletin for the trade press in accord with 
plank seven. In view of ratification of five out of eight 
planks, it will require very learned explanation on the 
part of I. A. D. M. reactionaries, who now are making 
opposition to The DISPLAY WORLD an issue of asso- 
ciation loyalty, to account for the violence with which they 
combated the publication’s suggestions in the last con- 
vention. 








IFE and spirit such as the I. A. D. M. has 

not exhibited in years is expressed in a 

series of moves inaugurated by President 

William L. Stensgaard in the last sixty 

‘ days. Observers who have been accus- 

tomed to passive acceptance by former officials of 

occurrences in display just beyond the border of the 

retail displaymen’s field were surprised and pleased 

in January to note the fashion in which President 

Stensgaard converted the current experiment and 

analysis of national advertisers to the displayman’s 

profit. They also noted with approval his establish- 

ment of a national headquarters’ bulletin for the trade 
press. 

An article by H. C. Bursley, advertising manager 
of the Murphy Varnish Co., which appeared in the 
January bulletin of the Window Display Advertising 
Association, provided the pretext for a letter to C. C. 
Agate, this body’s managing director, in'which Stens- 
gaard opened his campaign. Bursley arraigned the 
manufacturers of lithographic displays for failing to 
survey their field, and contrasted the lack of data on 
display efficiency with the voluminous statistics on 
newspaper and outdoor advertising. 

Declaring that the advertiser’s dilemma arises 
from too-great stress on “lithography” and not enough 
to the mechanics of display, Mr. Stensgaard asserts 
that the chief need of manufacturers’ display success 
is the guidance and control of experienced display- 
men. He wrote further: 


“The greatest trouble seems to be that more 


thought is being given to the subject of lithography 
and not enough to other forms of display helps that 
usually make for higher-grade displays,” he charged. 
“Lithography is wonderful, but all display ills can not 
be cured with it. Usually the dealer himsef, especially 
the better dealer whose space is the most valuable, 





knows more about display and is further advanced 
than the national advertiser, but he is expected to 
accept with enthuaism helps that are ‘old stuff’ to him 
and not in keeping with his ‘front.’ 

“It certainly appears to me that about the best 
move for the manufacturers of display helps would 
be to get a good, practical displayman on their staff, 
one that knows the window from the inside. Helps 
might cost more, but means can be devised whereby 
they get the circulation and space much easier if they 
merit it; thereby the unit cost per showing is no 
more and in most cases less. This has been amply 
proven to my firm and can also be proven to others 
with only a trial. 

“At your recent convention in New York, which I 
had the privilege to attend, I noted only one practical 
displayman on your program. It seems to me that the 
lithographer and buyer of only such was asking and 
answering his own questions. In this manner I can 
hardly see how you hope to know the real outside 
demand. Does not the displayman, who, after all, de- 
cides whether a ‘help’ shall enter his window or not, 
have a valuable point for you? The national adver- 
tiser must come to know that the display department 
of any store is not any small part of the merchandis- 
ing scheme. Display manager salaries of today com- 
pare very favorably with those of the ad man, and 
his duties are specific. 

“It was voted at your last convention that three or 
four delegates from the W. D. A. A. would attend our 
next convention at Detroit, and I feel that if you even 
encourage the manufacturers of so-called ‘helps’ to 
attend and get first-hand information they will gain 
a more definite picture as to why helps are not always 
wanted. It should really hedp them know that the 
retail store certainly must have at least two distinct 
types of helps to get complete circulation and usage. 
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Window display of Perkins Bros. Co., Paris, Texas, showing the character of Background designed by 
Display Manager, Bruce Phenix. P 








Another Store in Paris, Texas, attracts 
Trade with artistic Window Backgrounds 


MADE WITH THE CUTAWL 


It takes something more than an IDEA to make an attractive window display. It takes a 











“INDISPENSABLE” 


Says the Designer of the 
Above Decoration 


‘We are well pleased with our 
Cutawl. This little machine enables 
one to create and execute displays that 
would otherwise be prohibitive from 
an expense standpoint. 


“Enclosed I am sending you a photo- 
graph of one of our recent window 
displays in which wall board filigree 
work done with the Cutawl is an out- 
standing feature. This work looks high 
powered and expensive, and it would 
be if sawed from wood. We find this 
machine indispensable for making cut- 
outs for shadow boxes and _ scroll 
work for background, cut-out letters 
for signs, etc. 


“The upkeep of this machine is prac- 
tically nothing.” 


BRUCE PHENIX, Display Manager, 
Perkins Bros. Co., Paris Texas. 
































whole lot of TIME. Plenty of hard work is required and nobody knows it better than the displayman, 
himself. The Cutawl will do the HARD work for you. Using it on your background designs takes 
nothing AWAY from the individuality and character of your designs. It DOES increase your 
earning capacity by helping you do more and better work in LESS time and with no hard labor. 


The above background is a typical example of what this high-speed, 
electrically driven machine will do for you. Observe the fine character 
of the filigree work in this setting. It would be no easy job to cut such 
designs as these out of wall board by hand or by jig-saw. With the 
Cutawl in service one can get some real pleasure out of CREATING 
new and ORIGINAL backgrounds. The actual production becomes a 
mere mechanical detail that can be done by a boy or a girl assistant. 


It’s Easy to Prove the Work-Saving Worth 
of the Cutawl—at Our Risk 


Send Today for Our 15-Day FREE Trial 


Instead of trying to get along without it any longer—send for this Cutawl equip- 
ment today. Our Free Trial Offer permits you to make use of the Cutawl for 
15 days—trying and testing it out on your own work to your own satisfaction. 
Surely one could not ask for anything more or better than this. Write today. 
Let us send you all the details of this fair and liberal offer. Simply address 





THE INTERNATIONAL REGBTER CO. 


13 South Throop Street, Chicago 
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Small Valentine Novelties Were Assured Attention When Display Manager Walter Nyeland Placed This Red-Garbed, 
Heart-Shaped Design in the Window of the Paul Davis Dry Goods Co., Waterloo, Iowa 


“This office will, indeed, be very glad to cooperate 
with you, and I trust’we can be of mutual benefit to 
each other and that our members may profit thereby. 
As to your National Display Week, it certainly seems 
that this can best be put over with our assistance.” 

Reproductions of this letter were then sent to the 
entire I. A. D. M. membership with a questionnaire 
in which they were asked to answer a series of twenty- 
eight questions relating to the use of dealer helps in 
the window and store. 

The issues touched upon are of vital importance 
to all organizations interested in dealer display helps 
and constitute the first effort to secure authoritative 
first-hand information on a broad scale. When the 
replies are compiled, national advertisers for the first 
time will have a competent gauge by which to measure 
the values of their display material. 


The new I. A. D. M. bulletin for the trade press, 
which normally would come from the publicity com- 
mittee, was issued directly from the president’s office 
and is filled with terse and interesting items relating 
to the organized display movement. This is an activ- 
ity in no way covered by the Stensgaard election plat- 
form or any of his opponents, and is paralleled only 
by The DISPLAY WORLD program published in 
May, 1926. In plank seven of the platform suggested 
to the convention of the following month, The DIS- 
PLAY WORLD urged “cooperation with all trade 
publications devoted wholly or partly to the field of 
window display, as well as to all other journals whose 
columns can prove helpful in promoting the interests 
of the display profession.” Stensgaard’s latest gesture 
is a fresh instance of approval of the program which 
The DISPLAY WORLD at that time presented, 
although the editorial which contained it roused such 
opposition among Old Guard I. A. D. M. officials that 
a’ special committee was named by the board of direc- 
tors to “demand an explanation for its appearance.” 
In the space of nine months most of the program has 
been put into effect by the progressive present execu- 
tive, not because of any visible leaning toward the pub- 





lication that voiced it, but as a means of meeting the 
association’s problems. 


President Stensgaard’s efforts to comply with his 
platform promises have been made at the cost of per- 
sonal convenience and time. During his administra- 
tion he has appeared before the Window Display Ad- 
vertising Association’s convention in New York, the 
American Gas Association’s convention at Atlantic 
City, the Chamber of Commerce of Elkhart, Ind., and 
numerous smaller bodies. He has visited the Detroit 
display club repeatedly, assisted in the formation of 
a Milwaukee club, made a flying trip to a St. Louis 
display club meeting and is planning a trip to 
Minneapolis, St. Louis and Duluth. In the meantime, 
he has continued to serve as the president of the 
Chicago Display Men’s Club. 


While the association’s constitution charges the 
president with general supervision of its activities, it 
does not allow him a salary for his service, and it has 
heretofore been the custom of the membership to look 
to the secretary for leadership between conventions. 
Despite the fact that Secretary Rogers receives $1,200 
per year and a smaller allowance for his service as 
educational director, as well as reasonable office ex- 
pense, he has apparently failed to take the initiative, 
forcing the president to personally assume responsi- 
bility for expansion. While the secretary has made 
two western trips and has accompanied Stensgaard on | 
a number of club trips, he has not personally spon- 
sored any of the progressive moves launched for the 
association since the advent of the new administra- 
tion. 





For the first time in a decade the association has 
undertaken a real program of service, notwithstand- 
ing the weakness and inaction of its secretary. The 
DISPLAY WORLD is happy in the thought that its 
courageous fight for such service has brought about 
the dawn of a new era that should put to shame those 
reactionaries who have heretofore hindered progress 
by their autocratic management of I. A. D. M. affairs. 
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ook of Designs ‘A revelation!” is the way those who have seen the new 
ah: Halsted book enthusiastically describe it. 

L 3-) 

,200 MODERN ORNAMENT AND DESIGN explains in compact de- 
e€ as 50 Pages tail the simplified methods of creating decorative design, shows the 
ex- ° practical application of design, and describes the invention of orna- 
tive, of Reading ments, borders, surface patterns, scrolls, panels, backgrounds, etc. 
ap ‘a It outlines the “How” and “Why” of decorative design. It gives 
ade More Than one a new conception of the possibilities in its commercial application. 
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$5.00, postpaid, or you can get a copy of this book and a full year’s 
1,200 Ideas subscription to The DISPLAY WORLD for $6.00 ($6.50 in Canada 
and foreign). 


THE DISPLAY WORLD, Cincinnati, Ohio 

(1 Enclosed find $5.00, for which send copy of Halsted’s Book, postpaid. 

(] Enclosed find $6.00, for which send me The DISPLAY WORLD for one year and a 
copy of Halsted’s Book, postpaid ($6.50 for Canadian and foreign orders). 
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Dealer Help Data A Will-of-the-Wisp 


Advertisers Charge That Statistics on Displays Are Too Slight 
to Depend Upon—“°Taint So,” Say Producers—Who’s Right? 


By ROBERT R. BROWN 
Display Specialist, Upper Montclair, New Jersey 


ECENTLY one of the most gifted adver- 
tising managers of the east coast was in- 
vited to address a meeting of New York 
window display enthusiasts. At their in- 
formal luncheon he bluntly charged the 

display producers with failure to marshal their statis- 

tics effectively, and arraigned the industry for failing 
to realize their responsibility to their patrons for the 
collection of data that will enable the users to deter- 
mine the efficiency of the medium. His charge was 
as hotly denied by the chairman of the session, who 
declared that an abundance of material was at the 
command of the seeker of information. 

Both men stand at the peak of 





which in itself might account for seeing facts in 
multiples. In any case, it seems obvious that there 
is no stone wall which limits display in formation to 
this luxuriant zone. 

‘As a matter of fact, there was an abundance of 
research on the efficiency of advertising media at this 
meeting. On the speaker’s table lay reports, investi- 
gations, data, etc., in bound volumes, the pages of 
which, if placed side by side, would cover the state 
of New Jersey. Facts were there all right, and in 
quantity, too, but pertinent to what? There is the 
rub. At least 99 per cent of the entire pile of volumi- 
nous data was from the publication field and only 
one undernourished booklet from 








their professions, and their experi- 


the display field. The newspapers 








ence and observations qualify them 
to serve as critics. The spéaker 
frankly admitted that he was ex- 
pressing a personal view, but be- 
cause of his.background in adver- 
tising, his contacts and relations 








Availability of display informa- 
tion continues to be a moot ques- 
tion... . If facts are voluminous, 
the question as to their source is of 
interest. Undoubtedly the mass of 
them are in the producer’s posses- 


and magazines were represented 
by as much material as the speaker 
could carry to the meeting, while 
the sole booklet devoted to display 
represented all that he could find 





with other advertisers, and his 
general. experience, his address 
may be taken as an expression of 
the average advertiser’s attitude. 
With just as much fairness it may 


sion ready to be “pulled out of his 
sleeve” when he needs to use them 
. . . Facts such as 
these carry full weight only when 
broadcast to the trade. 


to land an order. 


pertinent to the subject. This cir- 
cumstance in itself should speak 
volumes. Whatever the situation 
may be as to the abundance of 
facts concerning display and dealer 
helps may be, it can not be con- 





be said that the chairman repre- 


tested that, for ready consultation, 





sented the rank and file of display 

producers. Despite their ready avowal that they spoke 
only for themselves, in reality they served as the un- 
official spokesmen of their respective groups. 

This meeting was refreshingly frank. The entire 
program was happily lacking in insipid back-patting, 
bush-beating and eulogy. If nothing more was ac- 
complished than focusing of attention upon this sore 
spot of the display field, the results will be far-reach- 
ing. 

Availability of display information continues to be 
a moot question. If it is as abundant as the producers 
allege, how does it happen that a broad-gauged adver- 
tising man who has for years been subjected to all the 
appeals of the major manufacturers of “dealer helps” 
rises in whole-throated protest ? 

The chairman attempted to diagnose the patient’s 
ailment as “geographical,” asserting that the latter 
had the misfortune to conduct his business five miles 
from New York, whereas the source of the informa- 
tion he required lay within a radius of three miles 
from Times Square. In view of the fact that at the 
moment of explanation a large volume of research 


from as far away as Chicago lay prominently on the ~ 


speaker’s table, it is not quite clear as to the three- 
mile diagnosis unless it really had some liquid aspects 





the authorities are extremely few. 
If, as the chairman contended, dealer help statistics 
are voluminuous, the question as to their source is 
of interest. Undoubtedly the mass of them are in 
the producer’s possession, ready to be pulled “out of 
his sleeve” at the moment when he needs to use them 
to secure an order. However justifiable this may be, 
the manufacturer who uses data under such circum- 
stances should not be surprised if his figures are dis- 
counted 95 per cent, if, indeed, not ignored altogether. 
Facts such as these carry full weight only when 
broadcast to the trade in a spirit of service and 
helpfulness. | 
Unquestionably there is need for condensation of 
these “will-o’-the-wisp” statistics so that they may 
be made available for the national advertiser and the 
buyer of “dealer helps.” Undoubtedly the experience 
of the producers has supplied them with information 
which indicates the value of dealer help advertising 
and the means of extracting the greatest benefit from 
it. But in comparison with the data supplied by the 
publication field, display is conspicuous by its absence. 
The producer’s flicker of facts has been eclipsed by 
the dazzling array from the publication field. To the 
interested spectator, statistically speaking, the dealer 
help “needle” is lost in the publication “haystack.” 
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THE STUDEBAKER CORPORATION 
OF AMERICA 
New York, N. Y. 
January 13th 1927. ; 
‘ ° ° ° Mr. J. Frankenberg, 
) In Motion picture advertis- Capitol Merchandising Service, We are producers of 
1e ° ° 2. West 47th Street, New York, N. Y. ff ° l ti 
be ing at the point of sale, Dear Mr. Frankenberg: effective sa es-promotion 
1 to ° e e We have just been inspecting and ° 
using automatic daylight admiring the film and display which films for dealer tie-ups. 
y ‘ you oomeiee for us last - It is 
: . satisfactory in every particular. 
- of motion picture machines. We also want to express our appre- R ad these letters 
this ciation of your most satisfactory meth- e ° 
: ods of doing business, and thank you 
»sti- for the conscientious way that you have : 
, oR handled our work. 
; Of d Yours very truly, 
tate an THE STUDEBAKER CORPORATION and 
me OF AMERICA, 
l 1n E. C. O’Donnell, 

t] ECO’D:AG Advertising Manager. 

1€ RR RES SNE SS RSE ASS SARI 
mi- 
nly THOMAS HINDLEY & SON, ING. ; TOUSTER’S 

7 9? 
“om E . 819 SIXTH AVENUE A a rig Store 
| bonsai Nico Tor interme — ROAD 

we New York, November 29, 1926. tion and par- NEW YORK 
ite Capitol Merchandising Service, - a . 3 
k 2 West 47 Street, New York City. ticulars regard gs ey a ae Ee 
=e Gentlemen: | ATT. MR. J. FRANKENBERG. ing our service, 5 Weer ie tenet line Vck Cee. 
hile We are quite enthusiastic about your write to Licata dani 

service, particularly about the General Elec- 3 
lay , tric pictures, such as Thomas Edison, etc., Permit me to congratulate on the splendid 

which you have exhibited in our establish- CAPITOL service which you have inaugurated. It is 
find ment. There is hardly a possibility of check- beyond question the most marvelous adver- 

: ing up accurately the number of auditors who MERCHAN- tising scheme ever conceived. Although I have 
cir- , have viewed this picture daily, but from what DISING been located here for many years, I never 
eak we can estimate there are at least twenty found crowds in front of my windows until 
: people in front of our window every ten SERVICE your service was installed. It serves two 
i0n minutes. Figuring that the machine is run- purposes, namely: to positively attract the 
ning for a minimum period of ten hours daily, 2 W. 47th St. people to the window and increase sales, 

of you can well imagine how many auditors view x and although there might not be a motion pic- 

this picture during the course of the day. New York City ture exhibited pertaining to the drug business, 
aler In our opinion, General Electric and others any. picture furnished by you has proven this. 
| whose pictures you are exploiting should be We are mighty grateful to you for using 
on- mighty proud of the service and publicity our store as one of your locations, and if there 
which you render. d is anything that we can do to aid you in your 
ion, V trul an splendid undertaking, please call upon us at 
7 Sy, SEES. YOUTR, any time. Yours <= truly, 
ew. THOMAS HINDLEY & SON, INC. yer Touster 
tics CTH: M Per Chas. T. Hindley. TOUSTER’S QUALITY DRUG STORE. 
» 1s 
in 
H. T. DEWEY & SONS CO. 
of 138 Fulton St., New York 
em December 8, 1926. 
Capitol Merchandising Service, 
be 2 West 47th St., New York City. 
: Gentlemen: Attention Mr. J. Frankenberg. 
im- . Referring to yours of the 6th. 
lis- During the time the capitol machine operated in 
our window the films advertised your company 
1er. and brought many enquiries which we were very 
happy to turn over to you; nevertheless, we found 
hen that the attention drawn to our store was reflected e 
vad WwW l in Fusinesn at our bre bey eens. Our service completes 
par Your daily service kept the machine operating f e 
e€ pre e comp ete without any a seven or —_ ek a a direct tie-up between 
cae 2 day, but we found there were complaints during 
of merchandising campaigns the mid-day rush because of the congestion on the f t d ] d 
f sidewalk, and we decided to discontinue showing manufacturer, deaier an 
lav or standard products. the film for about one hour and a half at that time. Lic 
cei We will be interested to hear your proposition public. 
the relative to taking pictures at our cellars at Egg 
Harbor, N. J., during the vintage season next 
nce : September, at which time our plant will be in full 
ion ee = we believe’ a very interesing film 
‘ could be made. 
» In closing we wish to express our full confi- 
ing dence in the Capitol Machine as a valuable adver- 
tising medium, and compliment you on your very 
om capable service. Again thanking a I remain 
the Very truly your 
EB. T: DEWEY & SONS COMPANY, 
ice. : Geo. F. Dewey, Vice- Pres. 
by "RR eR =P 7S 
* e es 7 es 
Use Our Service During National Window Display Week, May 16 to 
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GETTING AWAY FROM THE STEREOTYPED STYLE OF FOOTWEAR DISPLAYS 


Windows by Paul M. Sabin, display manager for the Walk-Over Shoe Stores, Chicago, which illustrate his methods 
for overcoming monotony and dullness. Above is an Evanston display designed to attract Northwestern Univer- 
sity students. The blanket in the background was later given away to a popular student. Campus interest was 
assured by a cut-out photograph of a prominent college athlete, while items of football regalia were used as in- woul 
terest motives. Below is a mixed window installed at the Loop Women’s Store, which sold golf shoes and gave ina 
interest to the other merchandise shown by introduction of the wax figure, a decided novelty in such displays. prese 
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Shoe Windows Refreshingly Different 


The Arrangements Used by Paul Sabin Make Novelty a Promotion 


Medium That Has Sure-Fire Results in Selling 


By CHARLES R. ROGERS 


N his windows, in the 
heart of the loop 
district in Chicago, 
Paul M. Sabin has 
been proving that 

displays which deliberately set 
out to create sales are successful. 
Mr. Sabin is display manager for 
the Chicago Walkover stores, 
most of. which are located in a 
section through which thousands 
of hurrying city folk mill daily. 
No hit or miss display will serve 
in such a district; to attract, win- 
dows must virtually reach out to 
the passer and command him to 
halt. Because Mr. Sabin’s crea- 
tions forcefully illustrate how this 











may be done in clean-cut Ameri- I the center of this display by Mr. Sabin is a giant reproduction of the dealer help 


can fashion they merit careful 
inspection. 

Any form of advertising must be planned to catch 
the eye of the prospect to whom it is addressed. The 
bid for attention must call up something of interest, 
arouse some apprehension, promise some enjoyment or 
recall some association. Sabin windows are built around 
this idea, and in this rests their success. 


,’ 


“Feature golf shoes and hose,” was the instructior 
which reached the display manager one day last fall. 
To Sabin this did not mean mere arrangement of a 
showing of golf shoes; space was too valuable and the 
sport shoes too inconspicuous. When he had finished 
his window, he had the customary showing of women’s 
footwear in‘all its branches, a diminutive drape of hose 
and a very clear-cut and outstanding appeal to the femi- 
nine golf enthusiast. A wax figure in full golf attire 
stood in the center of the window, a bag of clubs over 
her shoulder, and an array of golf shoes bunched before 
her. The figure stopped the passer ; the passer, stopped, 
saw the shoes, and sales mounted. 

At an Evanston store operated by Sabin’s em- 
ployers, the management saw a chance to curry favor 
with the students at Northwestern University, which 
is located in the suburb. The football season was 
opening and the student body was bubbling with 
enthusiasm. It was decided to seize the opportunity 
to promote good-will by getting into this background, 
and Sabin’s part was to hang up an official Spalding 
blanket in his window with a card announcing that it 
would: be presented to a “varsity” student winning it 
in a drawing. The management assumed the task of 
presenting a “chance” to each student on the campus, 
and enlisted the aid of “Moon” Baker, noted varsity 
athlete, to “put the proposition over.” 


The window was an interesting showing of broad- 





cards shown flanking it. This novelty in combination with the show cards on hides beside 
it won first prize in the Brockton National Display Contest. 


toed collegiate footwear massed around a center fix- 
ture, on which was the announcement card. In front 
of this was a neck pad for football, and to the left 
and rear were a football and a megaphone. A cut-out 
of “Moon” Baker adorned an adjoining stand, to 
which a football headgear was attached. The reaction 
to the display was all that could be asked. Store 
prestige was greatly enhanced and there was a pro- 
nounced increase in sales. 

When the Brockton shoe manufacturers staged a 
national contest to interest the public in Brockton 
goods, Mr. Sabin hit on the lucky idea of enlarging 
a “drive” show card and using it as his set piece. 
Flanked by informative signs executed on calf skins, 
the poster proved so attractive that the judges 
awarded him first prize. 

At Christmas, the Women’s Store on Monroe Street 
became a radiant hall of gifts and the windows were 
bright with electric candelabra that cast a warm glow 
over the variegated leathers and boudoir footwear 
which served as reminders to male shoppers in search 
of gift suggestions. Again the plan was concentra- 
tion upon the obvious. The dominant subject of the 
hour being the Yuletide, it was sufficient to simply 
show goods attractively, provided they were applicable 
for gifts. Hence the center unit of the principal win- 
dow was a maze of boudoir slippers and hosiery, while 
in flanking units at right and left, appeared light 


trims of modish street wear. 


And so it goes throughout the year. Whatever is 
calculated to appeal to the passer at the moment, 
whatever is sure to enlist his attention receives promi- 
nence, and novel arrangement and careful planning 
unite to produce displays that really sell. 
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Piggly-Wiggly’s Apple Week Triumph 


The San Francisco Division of This Famed Grocery Chain Has Just 
Added Another Conquest to Its List of Similar Display Victories 


PPLE Week” on the 

Pacific coast is an 

event of prime im- 

portance. Like the 

festivals of Ceres in 

ancient times, it symbolizes the 

advent of another harvest and 

records the bounteous yield of 

the coastland orchards from 

which come some of the choicest 
fruits marketed in America. 

San Francisco each year cele- 
brates the occasion with appropri- 
ate window displays, and the 
grocers of the city throw their 
hearts into the competition. The 
prizes are generous, the field is 
limited, and the competition, in 
consequence, is warm. 

It is interesting to note that, 
year after year, the Piggly Wiggly stores of San Fran- 
cisco have been the forces which all other contestants 
had to beat to win. Always near the top and frequently 
leading the procession, the Piggly Wiggly stores are 
formidable contestants at all times. 

In the 1926 contest the San Francisco Committee 
on Apple Week offered twenty-five prizes for the best 
decorated windows devoted entirely to apples. Piggly 
Wiggly went into the competition with vim, spurred up 
store managers and installed a battery of displays that 
made wonderful combinations of the varying types of 
the fruit. When the smoke of battle had blown away 
it was discovered that the chain had won the second 
prize of $50, the third prize of $25, and nine $5 prizes. 
The managers of the stores responsible for the windows 
received the prize money. 





An ingenious shield with stripes of alternate red and green apples surmounted by a 
blue field through which cut-out stars revealed green apples won attention here—a 
companion to the window shown above. 








A huge apple with a pumpkin as a core intrigues the eyes in this geometrical fruit display. 
One of the pair of windows which won second prize in the last Apple Week contest. 


“For several weeks prior to the contest we pepped 
up all of our store managers on the idea of putting their 
best efforts into their window displays for this particu- 
lar week,” says H. E. Moore, manager of the San Fran- 
cisco stores. “We hammered the wisdom of this not 
only from the standpoint of the prize money at issue, 
but also from the value of the advertising which our 
entire organization would receive if we were fortunate 
enough to take down a number of prizes. 

“All of our store managers do their own window 
decorating, and ‘we are proud of the results that they 
get. Our fruit superintendent and general store super- 
intendent are both expert window decorators, who assist 
as much as possible at all times. 

“Photographs of the winning displays give an idea 
of the details as worked out by the different stores. 
It will’ be noted that each man 
worked out a color scheme, in 
some instances using green apples 
in a mass, or red apples, some- 
times blending the two colors to- 
gether to create the effect desired. 

“Tn one of the windows of the 
store that took second prize the 
manager fashioned a shield, using 
a frame work of Compo Board, 
to which the apples were pinned. 
In the other window a large apple 
was shaped by using a pumpkin 
as the core and covering it with 
bright red apples. The stem of 
the improvised giant was made by 
shaping a banana stock. 

“The merchandising possibili- 
ties of the displays were not over- ' 
looked in any of the installations. 
Attractive window cards were 

everywhere present. 
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Hoile Organizes His Sixth Club 


_ (Continued from page 13) 
to serve as vice-president. Earl H. Furman, of Ca- 


heen’s, was elected financial secretary, and Eugene 
S. Cowgill, of J. Blach & Sons, was elected as record- 
ing secretary. 

“All present were much elated over the efforts of 
Mr. Hoile in organizing this new club and offered 
their assistance to help make it the best and largest 
club in the country. 

“Mr. Hoile then outlined his plans for educational, 
as well as social entertainment for the members, and 
promised a real treat for the next meeting. All present 
promised to put their shoulder to the wheel in an 
effort to get new members and to make the club a 
success.” 

It is to be hoped that the flush of initial enthusiasm 
which followed Mr. Hoile’s appeal will not cool with 
the passing of a few weeks. Such is, unfortunately, 
no uncommon sequence of organization in the display 
field, dissolution, and disillusionment coming. when 
the interest in early gatherings begins to wear off. 
Under the guidance of their distinguished executive, 
the Birmingham society should safely pass the shoals 
upon which many equally ambitious efforts put forth 
by less experienced leaders have come to grief. 

Fun and frolic must be mixed with instruction, 
fraternalism with commercial advancement. Fitting 
the member to better serve his employer and himself 
is the primary purpose of the local club and can suc- 
ceed if properly protected from the jealousy and 
bickering which members frequently engage in. No 
swan is handsome to its fellow-swans, and in like 
fashion many a good displayman is jeered by his asso- 
clates because of envy or proximity. “No man is a 
prophet in his own country.” 

One of the most successful club developments in 
the country is that of the Sharon Association at 
Sharon, Pa., and it has been resultful largely because 
its leaders have constantly kept the interest of their 
members alive by feeding them the ideas of high-class 
displaymen from other cities and supplementing this 
with social events which have been the talk of the 
community. | 

Most of the clubs that have perished died because 
the members had nothing to do, to see, or to enjoy. 





DETROIT CLUB GIVES ST. PATRICK DINNER 

The annual St. Patrick’s dinner, a feature of Detroit ac- 
tivities for several years, will be held this year on March 17 
in the Crystal Badlroom of the Cadillac Hotel. Three hun- 
dred tickets will be sold for the affair. 

T. J. McCormack, display manager for the People’s Out- 
fitting Co., has been chosen as chairman of the educational 
committee for the next I. A. D. M. convention. 

Nine different demonstrations and several speakers repre- 
senting display for the Better Merchandising Conference and 
Exposition held by the wholesalers of Michigan were pre- 
sented by the club. The gathering was held at the new 
Masonic Temple on March 8-9-10. 





BALCOMB HEADS DAVENPORT ASSOCIATION 

Carl Balcomb, display manager for the United Light & 
Power Co., and one of the leaders in handling electrical 
effects, was chosen president of ‘the club at a reorganization 
meeting held recently. 
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STIPPLE 


for 
SPRING WINDOW 
DISPLAYS 


OOD LIGHTING adds attractiveness 

and selling appeal to Spring Window 
Displays that cannot be designed or created 
in any other way. 


And STERLING Reflectors provide this good 
lighting more effectively and efficiently than any 
other Reflector because of superior design and 
construction features which guarantee enduring 
lustre and a lifetime of service. 


Sterling Flood-o-Lite Jr. 
for Spot-Flood 


Lighting 


Equipped with combination 
base which provides a 7-inch 
weighted portable base for 
floor use; or a 3-inch flange 
base for attachment to wall, 
ceiling, or transom bar. Fur- 
nished with guaranteed 
STERLING Reflector, four 
color-lites and attachments, 
5 ft. cord and separable plug 
for connection to any ordi- 
nary electric light socket. 
Unit can be easily and 
quickly assem- 

bled. Price $15.00 


complete........ 


Reflector & Illuminating Co. 


Representatives in All Principal Cities 


1403 Jackson Blvd., Chicago, U.S. A. 
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Tips from Britain on Shirt Displays 


How R. W. Shorter, Display Manager for the Austin Reed Haber- 
dasheries Wins Individualism for His Showings 


AKE the subject of 
shirts. Travel the 
length and breadth 
of the American 
states and it is likely 

that the observer will find but 
two types of shirt displays, for 
only two have been given ma- 
terial prominence. 

When the men’s furnishing 
store plans to stress shirts, the 
displayman digs out a batch of 
shirt boards, uncovers a few ae 
forms and proceeds to dress his 
window, bringing the bosom of 
the sample over the square board which usually rests 
on a support at an angle, the top point offering a base 
for the collar, the bottom affording a means of bring- 
ing the tail of the garment down into a neat drape 
furled up and gathered in around the spindle of the 
support. With the specimens shown in this fashion 
he introduces a few, drawn over headless busts, the 
arms pinned up at the sides or turned back and coiled. 
At the base of the form he laces a belt up tightly, 
holding the lower ends of the shirt in place firmly and 
neatly. 

Individual displaymen show pecularities in their 
arrangement of sleeves in these windows, but here 
their originality stops. Apparently it has never 
dawned upon the mass that there is a possibility of 
handling shirts in any other manner. Probably the 
majority would admit the wisdom of an attempt at 
variety but would scratch their heads in vain for ideas. 

Originality, unlike other virtues, is not its own 
reward, particularly if applied to advertising. When 
a new means of arresting attention is invented, the 
public. is instantly responsive, and no one is more 
fully aware of this than the advertiser who employs 
the printed medium. The windowman, ‘however, is 
not so thoroughly grounded in the fundamentals of 





In this display the straight lines of the shirts are worked up well in geometric designs 
that obtain individualism which is Mr. Shorter’s objective. 








—— _ “ i = . ae 





Decidedly Different Is This Three Unit Showing With Arched Crests as Designed by 
R. W. Shorter for the Austin Reed Haberdasheries. 


the profession, and consequently shows less inclina- 
tion toward the unusual. 

Here and there a big haberdashery chain begins 
to think seriously of means for overcoming the simi- 
larity between its windows and those of its competi- 


tors and surprises its patrons with uncommon pro- 


ductions. The occasions are rare; it is hard to recall 
just when an American institution has made the ven- 
ture. But in England, the Austin Reed Shops, under 
the guidance of R. W. Shorter, have succeeded in pro- 
ducing a few startling innovations. 


Mr. Shorter suddenly discovered that shirts had 
geometric attributes that could be exploited. It 
dawned upon him that by using the ordinary methods 
of balance and extracting the full benefit of symmetry 
of line in the folded shirts that he could evolve dis- 
plays widely different from anything that had yet 
been seen in Britain. Shortly afterward his ideas 
began to take form in the windows of the widely 
spread Reed haberdashery chain. ‘Reed shirts began 
to appear in pin wheels, in pyramidal units, and on 
boards placed at unusual angles. Shirts were shown 
under diadems of soft collars grouped in ares at the 
top of the windows, their points bolt upright, form- 
inn an ornamental crest. 

The accompanying illustra- 
tions demonstrate clearly the 
oddity of these displays and in- 
dicate to what an extent they 
must have produced the “per- 
sonality“ or individuality which 
was Mr. Shorter’s objective. 
That the same plan could serve 
to differentiate alert furnishers’ 
windows on this side of the 
Atlantic from less virile com- 
petition is readily conceivable. 

It offers a note of variety and 
permits expression. of initiative 
that are bound to be interesting. 
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Spur Ties Swing to Bartikoski Plan 


(Continued from page 3) 


The first recommendation immediately impressed 


|. K. MacNeill, sales manager for Hewes & Potter, 


Loston, manufacturers of “Spur Ties,” who decided 
to test its values in judging his next contest.: “Mr. 
Bartikoski gives me an idea,” he declares in a letter 
to The DISPLAY WORLD. “He lays down five 
points for the betterment of window display contests, 
and I am particularly interested in the first one, in 
which he recommends that contests be judged by three 
professional displaymen who are wholly disinterested. 


“TI think that this is a good idea. In our past con- 
test we have used a representative from a lithograph 
company, who made our material, one from our ad- 
vertising agents, and a third from the Curtis Publish- 
ing Co., Boston office. None of these three were what 
you might call experts at display, but simply men of 
good, common sense, and with pretty wide merchan- 
dising experience. 

“We plan on our usual contest this coming July, 
and it will probably be similar to ones we have had 
in the past, with the possible exception that we might 
divide it into distinct classes—one for department and 
large stores, and the other for the smaller stores— 
who have not the same material and appropriations 
to work on. 


My thought was that we would be agreeable to 
placing the judging on this contest in the hands of 
three people appointed by you as the most prominent 
display publication. I don’t know whether you would 
want to do this or not, but if you do, we would be 
very glad to accept whomever you chose, with the 
qualification that we would prefer, for convenience 
reasons, that they be located at or reasonably near 
3o0ston. 


“As a suggestion, perhaps the display managers 
of three prominent stores, foreign to our own line. I 
would welcome anything that you had to offer in this 
regard and will await your reply with interest.” 


Glad to assist this progressive firm, The DIS- 
PLAY WORLD promptly suggested three thoroughly 
experienced display managers. 





Stocky Windows or Artistic Trims 


(Continued from page 9) 


sufficiently sure of himself to determine how this can be 
done. If “desire” can. be produced by presenting our 
goods in beautiful surroundings, this is the medium we 
should adopt; if price constitutes our chief appeal, our 
windows should fairly burn with this message. If utility 
opens the most direct road to sales, our displays should 
take pains to show the strength of the materials, the 
soundness of construction and the convenience which 
the item affords. No window need be hideous in bring- 
ing out these ideas. Thought and counsel are the 
essentials for successful development of this principle 
and they can not be discounted. 
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Do YOUR WINDOWS 
SELL MERCHANDISE? 


They should. Display windows reflect the char- 
acter of the store. Dress them up properly, 
then watch your sales increase! 


ONLI-WA DISPLAY FIXTURES 






are attractively con- 


structed and are easy to 





arrange for striking dis- 


~~. 


Reg. U. S. Pat. Off. 


plays. Write us today 
Quality and 


Originality 








for our new catalog! 





SMALL PLATEAU FOR INDIVIDUAL UNITS 
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FOR USE IN LARGE OR SMALL WINDOWS 


THE ONLI-WA FIXTURE CO. 


ST. PAUL AVE. Dept. D. W. DAYTON, OHIO 











New Low Price 


‘6 


Color-frame 







= a, with 
, Five Assorted 
ia Colored 
LS” Gelatines 
a $1.25 Extra 


No. 90 SPOTLIGHT 
No. 95 FLOODLIGHT 


The most economical way to make your windows 
sell more goods is to use spotlights or floodlights. 
You can now buy two lights for the price formerly 
charged for one. 


FULLY GUARANTEED—excellently made units of 
perfect efficiency. Reflector is made of heavy gauge 
aluminum especially treated to produce perfect 
illumination. 


Order yours now—-satisfaction guaranteed. 


Suw-rad 


Inc. 


Lighting Products 


119 Lafayette Street, New York 
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A VARIETY OF TRIMS FROM A WIDE STRETCH OF TERRITORY 


At the top are two recent displays by E. H. Lisle, McEwen-Halliburton Co., Oklahoma City. The furniture shown 
in the children’s window was sold less than two hours after the window was trimmed. The next row shows the 
work of L. J. Bell, Hamilton’s, Albany, Ore. Windows like these demonstrate Albany’s claim to distinction as a 
small city art center. In the third row, the first illustration shows an unusual stationery display by M. F. Her- 
shey, Stewart D. G. Co., Louisville, Ky. Note the engaging crystal bush and bird ornament in the center. To 
the right is a stocky but effective clothing display by E. B. Curl, Richman Bros. Co., Youngstown, Ohio. At the 
bottom left is a blanket drape by R. K. Henry, Efird’s, Charlotte, N. C., and to the right an extremely beautiful 
men’s trim by V. E. Linden, R. J. Hurd & Co., Spokane, Wash. 
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What Our Display Contest Uncovered 


It Revealed the Power of the Window as a Selling Medium Whose 


Value Our Dealers Had Not Fully Appreciated Before 


By HENRY J. BARBOUR 
Manager of Advertising, Fairbanks, Morse & Co., Beloit, Wis. 





NCEmoreaFair- | eens ‘Ss 

banks - Morse | Ses 

display contest By 3 

has proved 

that no one 

has “anything on” the farm 

power equipment dealer 

when it comes to creating 

an attractive window. In 

our last competition, which 

closed on January 15, so 

many photographs were re- 

ceived, nearly all. pleasing 

to the eye, that the three 

/ competent judges found it 

dificult to arrive at their 
decisions. 
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The judges, all compe- a 
tent men versed in the art 
of selling, based their deci- 
sions on a number of fac- 
tors. Power of attraction, color harmony, sales power 
of the display, the merchandise exhibited, the gen- 
eral arrangement of the window, balance, appearance, 
cleanliness, originality and use of window cards, signs 
and other advertising matter—all these were given 
careful consideration. 

One rule of the contest was overlooked by some 
dealers—they neglected to accompany their photo- 
graph with a letter mentioning the sales value of their 
display. The first function of a show window from 
the dealers’ standpoint is to sell goods. Accordingly 
it was impossible for the judges to consider intelli- 
gently a window without a letter as outlined in the 
rules of the contest. 

That a pleasing display of Fairbanks-Morse prod- 
ucts in the window does result in sales was the satis- 
fying experience enjoyed by practically all who 
entered the contest. In a very few instances where 
actual sales were not made as a result of the displays, 
at least a number of new prospective buyers were 
uncovered—people who hitherto were not known to 
be in the market. 

August Eltiste, vice-president of M. Eltiste & Co., 
Anaheim and Santa Ana, Cal., reported they had not 
previously been sold on the idea of window display 
but after trying it out they write: 

“We wish to state that from now on we intend 
to display your line in our windows at all times as 
the results have proven to us that our sales will be 
increased. Several sales were made as a direct result 
of the window displays.” - 

One of the windows they refer to, which was 


A Trio of Prize Winners—Top Left: First Prize, Original Display, M. Eltiste & Co., 
Anaheim, Cal.; Top Right: First Prize, Copy of Model, Weise & Kuhlmann, Lester Prairie, 
Minn.; Below: Second Prize, P 


H. Rea Implement Co., Marshall, Mo. 


awarded the first prize, is shown in the group above. 

Weise & Kuhlman, Lester Prairie, Minn., also first 
prize winners, are great believers in window display. 
Their store, located on a corner, has five splendid win- 
dows, all of which are used to show the goods this 
enterprising firm handles. 

The P. H. Rea Implement Co., Marshall, Mo., are 
very enthusiastic over the results of their “show win- 
dow salesmanship,” as they refer to it. Their display 
shown here—another of the prize-winning windows— 
was mentioned in a recent issue of the Implement and 
Hardware Trade Journal as “one of the cleverest of 
the season regardless of the line sold.” 

Who wouldn’t stop to look at such a window? 
Passersby quickly visualized such a farm home as the 
window depicted. From left to right is shown the 
new Home Light plant with the signs explaining its 
features. Next is the poster describing the home 
water system. Under this is a road sign such as is 
used by billposting companies advertising the light 
plant. Next is the Steel Eclipse windmill, at the base 
of which is a miniature “Z” engine. Electric lights 
brighten the roadway, farm yard and the interior of 
the house and all the outbuildings. 

“In all the years we have been in business,” they 
write, “never have we had a window to attract such 
interest as this one.” 

“Very much surprised at the attention the new 
Home Light plant has attracted since we have had it 
in our display window,” is the way Fred B. Miller 
& Bro., Washington, D. C., put it. They also reported 

(Continued on page 72) 
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Making Builder’s Hardware Interesting 


Practical Examples of Displays to Attract the Carpenter and Home 
Builder Are Found in the Work of Drossart and Haecker 


TEADILY --the 
process of devel- 
oping enthusiasm 
for beauty aid 
symmetry goes 

on in the fields of everyday 
endeavor, and ordinary folk 
who could not for the life of 
them tell what is discordant 
about the decorations of their 
homes, the upholstery of their 
furniture, or the lines of their 
automobiles, sense the lack of 
proportion when a minor de- 
tail is inharmonious. 

No progressive builder would attempt to use rim 
locks in a new structure today, but if he should, there 
would be an immediate outburst from the most 
humble tenant. Archaic electrical fixtures and obso- 
lete plumbing arouse the same pronounced opposition, 
an outcropping of the growing demand for the ar- 
tistic, and an expression of the high degree of interest 
which the average man takes in his surroundings, 
even thaugh perhaps unable to graphically detail 
them. 

Builders’ hardware comes in this category. There 
are the polished metals for enameled interiors, the 
sand and oxidized wares for stained finishes, and a 
vast variety of polished and enameled accessories for 
the bathroom. All these are products commonly 
stocked by the hardware store and occasionally dis- 
played. When shown in the window the most prac- 
tical method calls for mounts of collections revealing 
the variety and the appeal of their finish marin an 
ornamental fabric back. 


Such a plan was employed by L. E. Drossart, of 





A pale green background with a contrasting dealers’ help surmounting black drapes against 
which the hardware is shown made L. E. Drossart’s showing of builders’ hardware an eye- 
arresting and profit-producing exposition. 





Here Is a Splendidly Balanced and Seychologically Correct hiseniueiaid of Tools by 
Carl V. Haecker, Burke Hardware Co., Waukegan, IIl. 


the Green Bay Hardware Co., Green Bay, Wis., re- 
cently when he installed a very effective display in 
which locks and hinges, door sets, and a variety of 
smaller goods were represented. In his arrangement, 
Mr. Drossart made use of all the outstanding assets 
of good windowing in giving his goods attention-ar- 
resting force. The large window given to the wares 
was utilized in three units, the center being a tier of 
plateaus which carried the small wares up well into 
the line of vision, and provided shelves at convenient 
points for exposition of small mounts of minor fea- 
tures. 

To right and left of the center unit were two 
stands of larger goods showing decorative mounts of 
lock sets, metal and crystal knobs, door checks and 
escutcheons. Breaking the harsh line of contact of the 
plateaus with the floor were small mounts laid at 
angles against the lower shelves and extending to the 
edge of the window floors. 

In this detail Mr. Drossart made good use of color 
harmony and symmetrical arrangement. The back- 
ground was in pale green, the blank emptiness of the 
center expanse broken up by 
a “dealer help” panel empha- 
sizing the worth of Corbin 
hardware. The drapes above 
the background were in black, 
as were also the fabric covers 
for the plateaus. 


The results from this artis- 
tic treatment of the unusual 
subject-matter were very good 
from an institutional stand- 
point. Although sales returns 
showed no great immediate 
increase, the management saw 
instant gain in the number 
of home builders, as well as 
carpenters and builders, who 
were brought into the store. 
The varied display formed a 
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picture that the prospects remembered as builders’ hardware 
is seldom shown, and the enterprise of the Green Bay hard- 
ware marked it as the logical place for purchase when occa- 
sion came. 

The appeal to the carpenter was made just as effective 
in a tool display originated by Carl V. Haecker, sales pro- 
motion manager for the Frank Burke Co., Waukegan, III. 
The carpenter cherishes his tools and takes as much interest 
in a well-filled chest as a collector of famous paintings in 
his gallery. Regardless of the number of fine saws which he 
may have, the variety of his planes, or augers, the craftsman 
always waxes enthusiastic over new implements. Show him 
a shiny new level, resplendent in. highly polished wood or 
encased in burnished metal, a brightly, decorated scraper, a 
new brace, or an accurate square, and his heart warms. 

This is the accomplishment of Mr. Haecker’s display. Jn 
a splendid window with hardwood backgrounds, on a long 
plateau, he ranged an artistic group of brightly colored cut- 
outs showing workmen turning admiring eyes toward a cen- 
tral device, where stood a smiling hardware clerk displaying 
Nicholson files. Below this, on a lower plateau, was an 
array of box planes, saws and squares. At the front of the 
draped supports was a long line of hammers and hatchets, 
handles to the street, flanked by a group of braces and drills. 

This window sold merchandise directly. The tools were 
placed in psychologically correct position, “right-handed,” 
handles toward the customer just as the salesman would 
present them. The passer could almost feel the grip of the 
handles in his hands, so close were they to the pane and 
so deftly presented. Actual tests have disclosed the value of 
this mode of presentation. 

The color scheme called for purple crepe paper floor 
covers and orange sateen drape covers for the shelves. Every 
item carried a small price ticket to create confidence and to 
insure that the interest aroused by the window could be 
crystallized into sales with as little resistance as possible. 





PHILLY SCHOOL EXHIBIT AT GIMBEL’S 

In collaboration with the Philadelphia Textile School 
Gimbel Bros. recently showed the exhibit which won the 
school grand prize in the Sesquicentennial International Ex- 
position. The Textile School is a department of the Penn- 
sylvania Museum and School of Industrial Art and treats of 
the higher technical phases of the textile industry giving 
consideration to the artistic and practical aspects oi the 
industry. The exhibit gave a general idea of the quality, 
variety and commercial value of the work that is done. 





SOUTHWESTERN SHOE DEALERS ELECT 

F. L. Fuffley, Houston, was unanimously re-elected presi- 
dent of the Texas Shoe Dealers’ Association at their con- 
vention held in Dallas early in February. Other officers re- 
elected were: H. L. Davis, Waco, first vice-president ; Harold 
Folk, Dallas, second vice-president; H. S. Sanderford, 
Wichita Falls, third vice-president; Henry Byers, Ft. Worth, 
fourth vice-president, and W. B. Taylor, Ft. Worth, secre- 
tary-treasurer, 





“TELEPHOTO SALE” FEATURED IN DISPLAY 

Announcing “The First Telephoto Sale Ever Held in 
America,” the J. M. High Co., Atlanta, Ga., recently dis- 
played in the store windows telephoto pictures of the dresses 
to be put on sale and also reproduced these pictures in the 
Store’s advertising. 





HILLICK TO MANAGE EMPSALL STORE 
J. H. Hillick, who has been connected with the W. T. 
Grant Co. for some years, has assumed the post of manager 
of the F. A. Empsall Co., Watertown, N. Y., succeeding 
Carl Doran. M. R. Hiller, display manager, is a frequent 
contributor to The DISPLAY WORLD. 





J. D. Williams, the Chicago display specialist, has just 
concluded another display class at Boston, Mass., this under 
the auspices of the National Retail Clothiers’ and Furnishers’ 
Association, of which he is display director. This was one 
of the largest and most successful courses yet conducted, 
having a total registration of twenty-one. 
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An Extra Set of Six 


Color Screens 
VALUED AT 75c 


~FREE- 


Special 30-Day © 
FREE OFFER 


WITH COUPON 






SPOT OR * 
FLOOD 


Here is an offer which means real money to you. For 
the next 30 days we will give absolutely FREE a full 
set of 6 extra color screens valued at 75 cents with 
every order for Schack’s Wonder Spot or Flood Light. 
Clip the coupon at the bottom of this ad and send in 
your order today. Coupon must accompany order. 


Schack’s New Wonder 
Spot or Flood Lights 


are made of genuine Rayalium, a metal that will not 
corrode, rust or tarnish. The reflecting surface is 
polished on the base metal, therefore will not burn or 
peel off. Come complete with full set of 6 color screens 
and are GUARANTEED FOR TWENTY YEARS. 


6: 


Complete With Extra Set of 6 Color Screens FREE 





Send for Our New Spring Flower Book 


SCHACK ARTIFICIAL 
FLOWER. CO. 


Mineenaiee’ CHICAGO "apne 
naanneeses CLIP COUPON HERE ‘“ceeceean. 


SCHACK ARTIFICIAL FLOWER CO., March 15, 1927 
134-140 N. Robey St., Chicago. 30 Day Coupon Offer 
Gentlemen: 


Kindly ship us at once .... Spot Lights and .... Flood Lights 
(check kind wanted), complete with the extra set of 6 color 
screens valued at 75c Free. 
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A Dance Pavilion in the Window 


A Corner of the Display Revealing Cut-Out Figures in Terpsichorean 
Poses Supplies Atmosphere for Showing of Evening Dresses 


By LESLIE L. HALE 
Display Manager, Chasnoff’s, Sedalia, Missouri 


ANCE frocks were to be featured and I 
decided to give them all the benefit of 
atmosphére that could be obtained at 
moderate expense. Pretty though the 
garments might be, they would not excite 

any great furore unless surrounded with interest- 
creating incentives of an unusual order—and it was 
an unusual interest that we wanted to arouse. 


The plan decided upon was one that would sug- 
gest the ballroom and link up with it all the luxuri- 
ance of blossoms and decoratives that seemed feasible. 
The result was a very beautiful group of windows 
that attracted large crowds and became the subject 
of much favorable comment. 

The backgrounds were covered with southern 
smilax, and large French windows were constructed 
of 1x2 inch lumber. The open part of this was 
covered on the inside with a fine gray georgette, and 
crepe paper of the same shade was used at the top to 
form a sunburst. Back of this I constructed a ball- 
room, after some experimenting arriving at the result 
I was seeking. In less than three feet I had built my 
illusory ballroom so that.the appearance from the 
arcade was very good. Within it I placed three danc- 
ing couples, cut out so that each was a little smaller 
than the pair in front, the figures suspended by very 
fine wires. A flasher with two lights was placed just 
behind the French window and each show window 
was trimmed with four dance frocks on forms and 
two Spanish shawls. 

Now for the striking part of the display. One of 
our local florists had been approached on the subject 





of flowers, and, as our store is located on the best 
corner in Sedalia, and is one of the best houses, he 
was very glad to cooperate with us. None but the 
largest flowers were used, chrysanthemums and roses 
predominating, eight large baskets being used in the 
principal window, with a few atomizers and bottles of 
perfumes. 

“On With the Dance” urged the window card that 
faced the arcade, and this quotation from Lord Byron 
seems to have carried weight with the viewers. Our 
friend, the florist, was highly pleased with the com- 
ment which was aroused, and we were well satisfied 
with the sales results. If I remember correctly, three 
of the frocks on display were sold, as well as those 
in stock, certainly not a bad tribute to a display which 
did not cost the store over three or four dollars, as I 
made all my accessories and we had the use of several 
hundred dollars worth of flowers at no expense. We 
later used the same background in our other stores 
at Boonville and Warrensburg and the florists in these 
towns were just as willing to assist. 

When it is understood that these are comparatively 
small towns with limited fields for exploitation of the 
choicest apparel, it becomes apparent that such an 
effort as this is particularly valuable to stores of our 
calibre. 

The same beauty and attractiveness that are given 
metropolitan windows by more costly devices, the same 
interest which the metropolitan displayman seeks to 
kindle and the definite selling power which well planned 
efforts bring him and his employers brought us similar 
satisfaction. To this was added the pleasure that comes 
from accomplishment in spite of severe obstacles. 





Not Far Behind the Central Dance Frock Lies the French Window With a Pair of Cut-out Dancers in View. This 


Novelty, Coupled with the Generous Use of Decoratives, Made Chasnoff’s Sedalia Sale a Much-Talked-of Event 
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Working on the Theory that the Unusual Always Interests, Display Manager Baird Installed This Startling Array of 
Soft Collars Stretching Across the Entire Store Front. Results Turned Normally Dull January Into a Profitable Month 


Huge Collar Showing Quickens Trade 


Artifice of Alert Syracuse Displayman Turns Dull Business 
Month Into Period of Profitable Effort 


By WALTER L. WELCH 
Display Manager, Strauss Million Dollar Store, Nanticoke, Pa. 


ANUVARY had rolled around with the dull 
aftermath of the holidays. Business was 
quiet—decidedly so. The volume of 
Christmas purchasing, swollen as usual 
by anticipation of need, was cutting its 

way into January totals, and the store staff was figura- 
tively twiddling its thumbs and waiting for the mo- 
ment to come when the dead calm into which business 
had floundered should be disspelled by the advent of 
greater buying. 

Just at this moment, William Baird, who heads the 
Besse System display staff, stumbled upon an idea. 
Why not bring to the aid of his employers, one of the 
most progressive men’s wear stores of Syracuse (N.Y.), 
a breath of enthusiasm and a wave of buying interest 
by a merchandising innovation? His idea was daring, 
but the time was propitious. Any project to increase 
sales during the doldrums of inventory taking was 
worth consideration. His proposition was accepted. 

Immediately afterward the whole store front broke 
forth in a solid showing of Aratex collars offered at 
a special price. Naturally enough such a striking nov- 
elty as a complete front of collars exclusively com- 
manded a great deal of attention, which was very de- 
sirable in view of the off season. Many might think 
that the results otherwise would be quite disastrous, 
that the other departments of the store would show a 
considerable loss for thé period of the display, as com- 
pared with the figures for the same time the previous 
year. On the contrary, a marked increase over the 
corresponding totals for the year’ before, followed in 
every department, due undoubtedly to the unusual 
popular interest created through such a unique and 
attention-compelling display, as well as to the influx 
of many passersby into the store to buy collars, who 
also purchased other merchandise. 

As to the collars, the response was truly remark- 





able considering the poor consumer buying power 
generally manifested at this time of the year. Over 
one thousand dozen collars were sold in a week’s time, 
followed by a consistently greater normal volume of 
collar business attained since the display was removed. 

The store received a letter from the Cluett, Pea- 
body Co., makers of the collars, complimenting Mr. 
Baird on his unusual success with a very difficult sub- 
ject and stating that it was the finest collar display 
ever called to their attention. 

Mr. Baird considers concentration of the entire 
selling strength of his windows on one commodity at 
a time to be an excellent plan when used with dis- 
cretion, and is continually creating many fine, effective 
displays through the unfolding of a carefully planned 
program. 





DALLAS RETAILERS ELECT NEW DIRECTORS 

Ten new members of the board of directors of the Dallas 
Retail Merchants’. Association were elected at a _ recent 
luncheon meeting at the Baker Hotel. Among other recom- 
mendations, Ray Shelton, president, advocated that the in- 
coming officers consider the advisability of a spring opening 
date upon which all Dallas retailers would announce their 
spring lines. The new members of the board include: W. A. 
Green, W. A. Green Co.; Eli Sanger, Sanger Bros., Inc., and 
Harold Volk, Volk Bros. Co. Among the holdover members 
of the board is Herman Philipson, of Neiman-Marcus Co., 
who is also chairman of the nominating committee. 





MARVELOUS COLOR LIGHTING HAND BOOK 

A wonderfully illustrated booklet on color lighting for 
windows, with an opening introduction by Dr. M. Luckiesh, 
leading expert on electric light and director of the Labora- 
tory of Applied Science of the National Lamp Works of the 
General Electric Co., that is. worth reading and study, has 
been just issued by the Laco-Philips Co., 131 Hudson Street, 
New York City. This twenty-four page work is the result 
of a special one year’s research made by the latter company 
and depicts the use of the Laco colorlites or color caps in 
a number of effective ways. A copy will ‘be sent to display 
managers upon request. 
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WAS born in a small 
town, ten miles out of 
Grand Rapids, Mich.,” 
say Willard A. Bergy, 
display manager for 
Schroder Bros., Battle Creek, Mich. 
“My grammar school education com- 


that if I ever expected to make any 
mark in the world, other than being 
a day laborer on a farm, an occupa- 
tion which was very distasteful to me, 
| must continue my schooling. So 
after a summer of odd jobs I man- 
aged to get enough money together 
to buy me a bicycle, which I used to 
carry me to and from school, a dis- 
tance of seven miles over rough 
country roads to a larger place where 
I could attend high school. 

‘Early in my school life I became 
very interested in art, sometimes to 
the detriment of my other studies, 
but this interest persisted even after many after-school 
reprimands and earnest efforts on my part to give pre- 
ference to other studies, I might mention that art was 
not given the place in the schools of twenty years ago 
that it. holds today, especially in the district schools. 

“In the summer: following the completion of my 
high school education the choice of my life’s work was 
made, for I expect the display profession to be my 
life’s work as I cannot see a single profession that 
offers as much nor has as many possibilities as ours. 
If one wants to engage in work that is socially helpful, 
there is no word or words that can tell of the amount 
of good a timely window will do. You may think this 
is overdrawing things a little, and perhaps it is true, but 
it seems that way to me. In expressing our art inclina- 
tons, all of us know the satisfaction that can be had 
by the completion of a good “opening” display, espe- 
cially in view of the results which they bring. And 
how about the feeling you get after putting over a 
“whizz bang” of a sale or special selling event? 
Well, there’s no use talking, we’ve got the ‘corner’ 
on the one real job. 

“But to get back to my career, during that summer 
I was called to Ionia, Mich., by my uncle, who conducts 
a small department store there, to help in’ the store, 
my introduction into merchandising being the task of 
baling up about twenty bales of paper. 


“One day when some new displays were being put 
in I was called to help. Up to that time I had not been 
particularly interested in my work, but after two or 
three trials at the windows I had realized that I had 
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WILLARD E. BERGY 
Display Manager, Schroder Bros., 
Battle Creek, Mich. 
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found my place—and I made my ef- 
forts so plain that the displays were 
shortly turned over to me. At the 
end of two years I was so “sold” on 
display as a business-getting medium 
that I enrolled for a course at the 
KOESTER SCHOOL in Chicago. 
While there I took advantage of the 
opportunity to study art. 

“After completing my course and 
working in Chicago with the school 
display service, I took a position in 
a clothing store, but I was not satis- 
fied and wanted to get back into the 
department store field. So I came 
to Battle Creek where my parents 
were living then, and arrived just in 
time to take a position at Schroder 
Bros. for a period of six weeks while 
their displayman was away on a trip 
to Europe. Upon his return the con- 
dition of his health demanded that he 
get out of doors. I was given the 
position on the strength of the displays I had installed 
during his absence. I still had my old craving for art 
and again took up the study of commercial art with a 
local school but was forced to give up after two years 
of night work on account of the strain it occasioned 
my eyes. The time I spent here was not lost, for now, 
in this day of constantly advancing display it comes 
into daily use. 


“Perhaps I was lucky, for my firm, from the start, 
was one of those which attached great importance to 
display, arid I continued my work with them until the 
war, when I did my bit in the Ordnance Corps. After 
the Armistice was signed I returned to my old position 
and I have thus been in continuous service, interrupted 
only by the war, for fourteen years and have seen the 
store grow and hold its place as Battle Creek’s leading 
department store.’ 

An alertness and fertility of mind which has been 
revealed in a variety of merchandising stunts has been 
the most potent factor in Mr. Bergy’s progress. It 
was but recently that The DISPLAY WORLD re- 
ported his holiday “stunt” for varying the customary 
Santa Claus parade. On this occasion he handled ar- 
rangements that enabled a tiny switch engine to puff its 
way down Battle Creek’s principal street, pulling a load 
of toys to the Schroder store. At about the same time 
he used a mechanical lion in an improvised window cage 
as a toy attraction, and since Christmas this has been 
seen again in Schroder displays as the motif of a win- 
dow of Monarch canned goods, the head piercing a 
shield in imitation of the Monarch trade-mark. 
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The Very Newest Window Display Sensations 


Most Artistic and “Attractive for Display of Millinery. 
Be the First in Your Town to Use These New Items. 


Just Arrived From Paris—Two Figures—In 
Pleasing Colors. 
New Parisian 
Hat Pedestals with 
Novelty Figurettes 


Combination of Wood and Composition Material. 


Attractive Color Schemes 


For Prices Apply to Your Local 
Fixture Dealer or Write to Us Directly. 


We also have a supply of French Miniature Display 
Figures in various poses and costumes, 18 inches in height. 


$§ and up 





Papier Mache Heads on Pedestals— 
To Close Out, $5.50 Each 


Beauticraft Import Corporation 
23 East 14th Street Dept. D New York City 





















For Beautiful and Attractive 


SPRING DISPLAYS! 


Use richly patterned fabrics that will attract 
passers-buy to your windows. 


FLOWERED MENDELINE 


Beautifully embossed rose and spider web design 
in a variety of color combinations. 


ROSE PATTERN SATIN 


Designed in colorful groups of lifelike roses on a 
background of black satin. 

Our fabrics are handled by the largest display fix- | 
ture dealers, who will be glad to show you our line 


MENDELSOHN’S TEXTILE CORP. 


156 West 45th Street New York 


Advertisers — Manufacturers, Etc. 
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“SOL”? 


Also Satines, Mohairs, 


CLEVELAND, OHIO 
New York Office: 381 Fourth Avenue 
Chicago Office: 189 West Madison Street 


FABRICS. 
AN 


FABRICS 
In a Wide Choice of Beautiful Fast Colors and 
Appropriate Patterns—“First Aid to Display” 
Velvets, Silk Taffetas 


S. M. HEXTER & COMPANY, Sole Owners 








Use the OPPORTUNITY EXCHANGE when you 


Want to get quick results on any want. 















OPPORTUNITY KNOCKS 


is the title of our new catalog supple- 
ment just off the press, illustrating 
2 New Lines of Furnishing Stands 
1 New Line of Clothing Stands 
1 New Line of Dress Stands 





These are the most popular and successful lines of 
display fixtures we have ever introduced, and orders 
already on file are taxing the capacity of our factory. 


LOWEST PRICES 
EVER QUOTED 


Don’t purchase any display fixtures 

until you see a copy of this new cata- 

log supplement. Send for your copy 
today. It will save you money. 








THE CINCINNATI SHOW CASE 
AND DISPLAY FIXTURE WORKS 


232-40 Main Street Cincinnati, Ohio 
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A Background Suggestion for Easter 
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Lateness of the Holiday Renders It Practical to Promote Its Fashion 
Features—No Conflict With Spring Openings This Year 


By J. W. EMERSON 
Display Specialist, Chicago, Il. 


ASTER this year comes unusually late and 
thus the retailer has the advantage of a 
longer selling season than is usual in the 
Spring. As a matter of fact he has two 
main selling events, first the spring open- 
ing and next the Easter style show. 


Where Easter comes early it is so close to the spring 
opening that the two events almost merge. In this 
event it often happens that the store does not find it 
practical to put in special Easter style windows. If the 
store carries candies, dyes, Easter cards and novelties, 
it will, of course, put in Easter windows featuring these 
lines. 

This year, however, you will find it certainly prac- 
tical to put in an Easter background in all windows that 
feature fashions such as yard goods, ready-to-wear, 
lingerie, clothing, etc. 

‘In giving you a pictured suggestion for an Easter 
background we have tried to give you something quite 
different from the usual window featuring eggs, rabbits, 
Easter lillies, etc. 


The design pictured here is of a plain surfaced 
background divided into three sections by means of 
two flat columns made of twelve-inch boards covered 
with the same material as the background. 


The central panel is filled in with a plain curtain 
of some heavy cloth, such as plush, velour or monk’s 
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cloth. This is in a dark color so that you can place a 
group of the lighter colored items in front of it. 

A cut-out scroll design arch is used as a decoration 
near the top of this space. The design is in Gothic 
treatment to give an ecclesiastical atmosphere to the 
window. 

This is further expressed by the imitation organ 
pipes sunk in the side sections or panels. These pipes 
are made of cylinders of white bristol board, decorated 
at top and bottom with bands of gold paper. 

These panels are light in tone so that darker mer- 
chandise will show up well when grouped in front of 
them. The floor should be in the same color as the 
central panel drape. 

Such a background will immediately provide the 
setting for the finest of apparel, and is just as applicable 
to the men’s wear store as to those dealing in feminine 
finery. In modified form it can be made to fit the needs 
of the jeweler, the stationer and the music shop. The 
reverence which it inspires, the recollection of Easter 
needs which it prompts, and the fact that it produces a 
merchandising spectacle with few counterparts, all con- 
duce to make it a source of power and prestige for the 
merchant. 

It is not difficult to fashion nor does it call for large 
expenditure, yet it possesses attributes which cannot be 
excelled in winning attention and inspiring interest by 
more costly designs. 












































The Simple Constcnitton: and Ease of Manufacture Which Mr. Emerson Claims for His Background Are Discernible Here 
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Screens for Jewelry Promotion 
Both Light and Dark Fabrics May Be Used .to Good 
Effect in Settings; Spotlighting Helps 
By EDWARD E: O’DONNELL 
Display Mgr., Sisson Bros.-Welden Co., Binghamton, N. Y. 

HE displayman has a wealth of merchandise 

to work with when called on to install a 

jewelry display. In the window display 

shown on this page the writer was careful 

to select a background screen that would harmonize 
and aid in building up his window. The three-way 
screen was built in the store studios and the frame 


™ 





Type of Models and Backgrounds Used by Mr. O'Donnell 


painted a dull black with small silver metallic orna- 
ments to embellish its front surface. The pleated ma- 
terial used to finish the screens was of silver metal 
cloth, which, with colored spotlighting, produced a 
splendid setting for the showing of popular-priced 
jewelry which our store specializes in. 

On the raised platform we used one of our finest 
wax models garbed in an extremely beautiful gown of 
black sequin, which sparkled and glistened when sub- 
jected to the coloring effects of the spotlights. We 
fnd that such a display as this is a stimulus to our 
jewelry section, and not only install such displays at 
the Christmas season, but also make several others 
during the year. 

Styles if jewelry settings and workmanship have 
changed considerably until today one may find puzzling 
jewels in settings of marvelous hand-worked metals. 
Diamonds, pearls and other precious stones sell at 
fabulous prices. The displayman should keep abreast 
of the times by being able to select jewels that are in 
demand and popular at the time of the display. 
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Accessories 


for Better Window Displays | | 
























1 Make Your Window Attractive With 
Artificial Flowers Glass Shelves 
Artificial Fruit Glass Heel Rests 
, Baskets Grass Mats 
Background Papers Metalline Draping 
Borders oth 
4 Bilt-Wel Board 
Birch Bark Strips 
Card Holders 


Spot Lights 
Strip Lights 
Stix-Wel Glue 
Tinsel Flitter 4 
Thumb Tacks 
Valances 
Velours 
Velour Papers 


Pedestals 


Papier Mache 
Novelties 


Price Tickets 


4 
Chenille Roping Plushe Vines 
Color Attachments R < Wood Carvings 4 

| Flood Lights ie Wood and Metal 
, Foot Lights Revolving Tables Fixtures { 
Gelatine Scenic Paintings Wrought Iron } 


Glass Stands Show Cards Stands 





NEW AND UNIQUE IDEAS FOR 
SPRING AND EASTER DISPLAYS 9 


Register Your Request for our Catalog No. 41 at Once : 


Doty & Scrimgeour Sales Co., Inc. |; 


148-152 Duane Street New York 
Phones: Whitehall 2737-2738 ‘ 
“Everything for Better Window Displays” , 
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SALES 9 
P DOUBLE OUR ra ae 


thcnerar ass SELL MORE GOODS! 
Electric cost 3 cents per day—Capacity over 100 Ibs. 


al Fully Guaranteed—Write Today. 
users” ELECTRIC WINDOW SALESMAN CO.“ seston” @ 




















Our Quality 
* GRASS MATS “= 
AMERICAN MADE me 

ane size made to order—Stock Size 36x72 inches 


Manufactured by WEEKS-HOWE-EMERSON CO. 
SAN FRANCISCO, CALIF. 

















You Can Study at Home in Spare Time or Specialize 
At the School Under My Personal Direction 


IG money. Fascinating 

work. Unlimited field. 
Chance to own your busi- 
ness. Many earn $50 to 
$200 weekly. Easy and 
quick to learn. We teach 
you in your spare time— 
few hours weekly—at 
home orschool. Thousands 
of successful graduates. 
Original and largest school 
devoted exclusively to this 
profession. Complete, 


: thorough-going courses in 
ER I fl branches: Sizn Paint. 
Poster Designing and Com- 


mercial Lettering. Write for information and Strong’s “Book of Facts”. 


STRONG’S DETROIT S SCHOOL OF LETTERING 
Stimson Ave. Detroit, U. S. A. 
Si ia, cask dham aaah ote enhentastiie, abeningety Dent. 
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just what intensity of light he should use and just 
what is the best way of obtaining this intensity. 


Color lighting must be used with discrimination. 


An obviously absurd example would be a yellow dress 
shown under a blue light, thus appearing black. Color 
lighting should only accentuate the color of the dis- 
played article. Many times the display has no color 
value. A hardware display is usually of this kind. 
With this, the whole window flooded with a colored 
light, will attract people and make them stop and ob- 
serve your goods. An interesting dispay would be one 
of black shoes in a window flooded with amber light, 
with an unmodified spotlight playing on a featured 
pair, washing out the amber light in one particular 
spot. Here the amber light attracts the crowd and the 
high intensity spotlight holds them. 

Almost all colors, through centuries of uses and 
customs, have a psychological effect that can easily be 
used by the merchant. Everyone associates red with 
fire, war and danger—yellow with gold, warmth and 
light—green with springtime and youth—blue with 
coldness—purple with royalty. A display of electric 
heaters could be flooded with red and amber light—a 
display of refrigerators with blue light. The possibili- 
ties of using colored light are many—a little knowledge 
of colors and their combinations and a little common 
sense in applying them will always assure you of an 
attractive window. 

Many tests have proven that light in motion adds 
to the attractiveness of a display. Notice the many 
electric signs and billboards in your town that use 
motion. Many opportunities of applying it present 
themselves to the wide-awake merchant. Small change- 
able signs, giving first one message and then a second, 
have been used at times. A display of living room 
furniture can have a fireplace with a number of hidden 
lamps flashing behind red gelatine or crepe paper. 
At Christmas time, a tree with flashing colored lamps 
is much more attractive than one with lamps con- 
stantly burning. Another phase of light in motion 
is to have two or more sets of lamps alternately flood 
the window with light. A clear light may be used 
alone—the attractiveness of the display coming from 
the changing shadows. One set of lamps may throw 
the light on from in front, another from behind, 
silhouetting the display. Light from opposite sides is 
attractive. Colored light may be used in place of the 
clear light. The lighting circuits may be arranged to 
intermittently flood the window with color, and in 
between pick out some particular object with a spot- 
light. ; 

How he uses lighting is his individual problem, 
but every progressive merchant who uses just a little 
of his time in thought and action will make his store 
window the one store window in the street before 
which everyone stops. 





WM. B. BENTON A TRUSTEE OF THE W. D. A. A. 

\nnouncement is made of the appointment of William B. 
Benton, manager of the Trade and Industrial Division of the 
George Batten Co., Inc., of New York, as a trustee of the 
Window Display Advertising Association to fill the un- 
expired term of Clement B. Watson, of the J. Walter Thomp- 
son Co., of New York, who recently resigned to go abroad. 
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There is a vast difference between 
the nervous uncertainty and the 


pleasant feeling of confidence that 
KLEE FIXTURES give. 
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KLEE DISPLAY FIXTURE CO., Inc. 


MANUFACTURERS 


172 Atlantic Ave. Rochester, N. Y. 
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If You Are Not Now a 


REGULAR SUBSCRIBER 
This Order Blank Is 


FOR YOU! 


You’re reading this issue and no doubt have 
found it offers a complete review of modern, 
up-to-date window and store display methods 
and experiences. You can’t get the full benefit 
from The DISPLAY WORLD unless you get 
it regularly, and the cost is only $2.00 per year, 
less than 17 cents per copy. Use this order 
blank TODAY. 


ORDER BLANK 


THE DISPLAY PUBLISHING CO., 
Cincinnati, Ohio. 
Gentlemen: Enclosed find $2.00 for a year’s subscription to 
The DISPLAY WORLD, 12 issues, beginning with the next 
number. 
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IMPORT ANT Add 10c to checks for exchange; 50c addi- 
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~— “QOldGuard’ ‘GumshoeCampaignBegun 


Reactionartes Seeking to I nfluence Independents by Disposals of 


Tawdry Honors—Launch ‘ 


ITH the convention of the International 
Association of Display Men three months 
_away, murmurs from here and there in- 
dicate that the association politicians are 
hard at work building their fences for 
the next gathering. Silently and stealthily the gum- 
shoed adherents of the “Old Guard” are slipping 
around in a few centers lining up the independents 
with promises of high-sounding offices provided they 
“go down the line” for the administration. 
What effect will this have upon the hopes of the 
present office-holders remains to be seen. O. E. 
Wheete, first vice-president, who could normally ex- 
- pect to be advanced to the presidency, and all of the 
minor officers may be steam-rollered in the bargain- 
ing which is now going on. Such was the case in the 
last convention where President Stensgaard was the 
only officer advanced. F. G. R. Lacey, the second 
vice-president, and the only Canadian official, was 
unceremoniously dumped, as was J. Allyn Dean, third 
vice-president and_representative of the Pacific Coast. 
The shame of it is that there are a number of 
young progressives who seem to be the targets of 
their efforts. These fellows have youth and ambition 
to serve and forget in their cravings for honor that 
they bring a great deal more to the “oily boss”*who 
pulls the strings from Chicago than he can ever 
afford them. 
One of the first moves in the “Old Guard’s” pre- 


convention campaign developed during the meeting of 


the St. Louis Club on February 21. This was chosen 
as the oppropriate moment for a come-back on the 
part of E. Jim Berg, executive committeeman for 
many years, and whom the “Old Guard” sought to 
send at the I. A. D. M. expense to the Pacific Coast 
convention in September as a fraternal delegate, de- 
spite the fact that he had not been selected by any 
committe or officer. When their plan for this pleasant 
raid on the I. A. D. M. treasury was revealed by The 
DISPLAY WORLD, President Stensgaard promptly 
announced that he would refuse to sign Berg’s ex- 
pense warrants, and finally received the backing of 
his executive committee when “Jim” declined to yield 
to his decision. 

Since this time the St. Louis committeeman has 
been smarting over his loss of face. Now making a 
supreme effort to re-establish himself, with Secretary 
L. A. Rogers present and apparently approving, he 
bid for the presidency ofthe St. Louis club and was 
elected. 

At virtually the same moment, the “Old Guard” 
launched a “poison pen” campaign against The DIS- 
PLAY WORLD. Evidence is mounting that the 
handful of selfish “machinists,” whose reactionary 
management has hindered I. A. D. M. progress, are 
seeking to embarrass the publication by forcing 


‘Poison Pen” 


. Paul, Minn., 





Conspiracy 


‘prominent displaymen hitherto neutral to break rela- 


tions with it.” This petty and fruitless effort will, in 
the course of a short time, prove a boomerang to the 
luckless craftsmen who follow their dictates. 

This has been a bad year for organized display. 
All over the central west display clubs have been 
crumbling, perishing for want of direction and guid- 
ance which a well-organized national office could pro- 
vide. Decatur, Il., Marion, Ohio, Madison, Wis., and 
Charleston, W. Va., have barely pulled through. Peoria, 
Ill., has not held a meeting for more than a year, 
Springfield, Mass., reports that no meetings have been 
held for months. Lack of interest in Springfield, III, 
has practically disbanded the club, although Secre- 
tary Schlitt is making a heroic effort to revive it. 
Nashvile, Tenn., and Terre Haute, Ind., are apparently 
dead, while no response is obtainable from communi- 
cations to the Denver club. The Memphis organiza- 
tion has been reduced to a shadow and is gradually 
merging into the “Down-in-Dixie” Association. St. 
after a long period of inactivity has 
begun to stir again, largely as a result of The DIS- 
PLAY WORLD publicity. The only spot in which 
display clubs seems to flourish regionally is the strip 
of coastal territory under the sway of the Pacific 
Coast Association. Only a handful of clubs remain to 
carry on in the territory east of the Mississippi. New 
York, Buffalo, Norfolk, Sharon, Detroit, Chicago and 
Bloomington, IIl., are the remnants of the array which 
once flourished. 

What have the I. A. D. M. leaders done to check 
this decline? How far have they emerged from the 
stagnation of previous years? What of the flourish 
of trumpets that greeted the introduction of new 
executives ? 

A junketing trip to the west to convey greetings 
to the Pacific convention, a few stopovers at coast 
meetings, a trip through Texas and Oklahoma and 
the total of organization efforts is compassed. A few 
enterprising assistant educational directors have ap- 
peared before midwestern clubs bettering morale, a 
few lantern slides have been circulated, and a club was 
founded in Milwaukee that scarcely survived its first 
session. , 

Even this scanty showing is blackened by “True 
Blue Lou” Rogers’ very evident desire to play politics. 
Apparently at his dictation the presidential greetings 
which he bore to the Pacific convention carried 4 
nasty dig at The DISPLAY WORLD and other 
critics of administration policies. In the greetings 
which the Chicago office addressed to the membership 
at Christmas the sanie charges were repeated. Present 
indications point to a strong effort to punish The 
DISPLAY WORLD for its critical attitude by af 
onslaught in the Detroit convention. 
(Continued on page 55) 
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Display by R. H. Macy and Co., Inc., New York City 


INTERNATIONAL CLEARING HOUSE of NEW YORK, Inc. 303 Fifth Avenue, New York City 
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SOUTHERN SMILAX 


Others may be cheaper but 
the quality and quantity of 
our smilax in the case is un- 
equaled by any other dealer. 


Por javee cnee. 2. 3... $10.00 

i. f . re $5.00 
GRASS MATS 

Extra fine quality, 39” x 

FO GM 6 Oe toe $4.00 

Pies ia i $45.00 
Prepared Oak and Beech Foliage 





Green, brown, red; 3 to 4 








feet long; per Ib____________ 40c 
Per case, 50 Ibs__________ $18.00 ; — . 
Laurel Roping or Pine Roping LARGE STOCK ALWAYS ON HAND. 
PROMPT ATTENTION AND QUICK 
Made round and full on heavy cord. SAtivEae Gives alc OnDEES 
Per yard___15c to 20c LARGE OR SMALL. 


THE KERVAN COMPANY 


119 WEST 28TH STREET NEW YORK CITY 
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MODELS AND FABRICS IN THE TRAVELING COTTON STYLE SHOW—Left, the model here wears a sports dress 
of sun flash, manufactured by the Lancaster Mills; center, five models of the Lorraine Mfg. Co. wear a variety of Lor- 
raine’s best products; right, this model wears Glenkark, an attractive fabric for matrons’ dresses—All wear Ipswich hosiery. 


Traveling Show Aids Cotton Revival 


- Allied Cotton Goods Manufacturers Send Out Chicly Garbed 
Models to Disclose Possibilities of Their Fabrics 


By E. D. McGWIRE 


OTTON is staging a come back. After 
taking the count at the hands of Amazonic 
fashion, the cotton industries have rallied 
and are making a strong bid for feminine 
favor during the spring and summer. 

Silks have become so commonplace that the fine lady 
who has prided herself upon the exclusiveness of her 
apparel no longer can boast her supremacy in soft 
and lustrous garb. 

No better background could be wished for a cam- 
paign for style in cottons. The astute manufacturer 
needs little effort to convince the elite that dainty and 
appealing wearables may be had in cotton cloths and 
that the wearers may set the pace for styles in this 
direction without fear of immediate paralleling. 

Such was the objective of the eight manufacturers 
who recently launched a traveling style show now ap- 
pearing in many of the leading department stores of 
the country. Leagued together are the Boston Manu- 
facturing Co., the Lancaster Mills, Booth Mills, the 
Pepperell Manufacturing Co., the Pacific Mills, the 
Aberfoyle Manufacturing Co., the Lorraine Manufac- 
turing Co. and the Ipswich Mills, all engaged in the 
task of showing the consumer how cotton fabrics may 
be styled to look well when worn by the fashionable 
woman, and to promote cotton as cotton, and not as 
individually branded cloths. 

Before being sent out on the road the show was 
given a premiere before the piece goods buyers’ con- 
vention at the Waldorf-Astoria Hotel and was enthu- 
siastically received. In the show are forty-five models 
of dresses made up from the various fabrics exhibited 





Lorraine Manufacturing Co. of New York, New York City 


and these will be worn by live models wherever the 
show appears. Leading establishments are rapidly 
lining up behind the project, among those who have 
agreed to feature the exhibit being L. Bamberger, of 
Newark, Strawbridge & Clothier, of Philadelphia, 
Kaufman & Baer, of Pittsburgh, and J. L. Hudson, 
of Detroit. 

Miss L. T. Moreland, of the George Batten Agency, 
who is experienced in this sort of work, is conducting 
the: entire show throughout its itinerary. In this 
show, of course, Lorraine Manufacturing Co.’ holds 
a very important place, inasmuch as Miss Menzel, our 
expert on style, who was formerly with Marshall 
Field and Lord & Taylor, is Miss Moreland’s most 
able assistant in carrying on this work. 

We feel we have accomplished something in plac- 
ing styled fabrics before the home dressmaker in this 
manner. Of course, we have several of our better 
fabrics represented in the show. j 





SEASCAPE IN SYMPATHETIC TONES DRAWS 


A window display which drew considerable attention re- 
cently was one at the J. W. Robinson Co., Los Angeles. In 
it were placed ten yellow hats, nine of them on long, slender 
stands, the tenth flung carelessly, crown down, on a long, 
dark table, over which was draped vivid yellow silk. This 
drapery fell down the ends of the table and spread length- 
wise in soft folds and loops across the floor. 

In the center of the ivory wall back of the display was 4 
beautiful yellow painting, a seascape with a single vessel in 
bronze-brown tones. On the table below the picture and be- 
side the hat, was a jar glowing in the same bronze-brown 
tones. The vivid yellow of the picture was the central point 
of attraction. 
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“Old Guard” Gumshoe Campaign 


(Continued from page 52) 


The I. A. D. M. is not now and never has been 
under fire. The DISPLAY WORLD has supported it 
warmly at all times and is devoting hundreds of dol- 
lars of space to its advancement each year. Such 
criticism as it has offered has been directed against 
the easy-going, short-sighted policy which has pre- 
vented the advancement of the profession which it 
champions. | 

I. A. D. M. members should fully understand the 
purposes which underlie the “Old Guard’s” maneuvers. 
The spite and malice which flooded the 1926 conven- 
tion with ugly rumors against The DISPLAY 
WORLD and which animate the movement against it 
in 1927 have a selfish background. The powers that 
be in the I. A. D. M. possess little idealism. What- 
ever time is devoted to association advancement is 
given grudgingly; to their minds the association 
exists but for propaganda and personal promotion. 

This gives a clearer explanation of the back room 
conferences, the firing and slate-making which is now 
going on. In the meantime, the I. A. D. M. becomes 
a much-battered football. “Old Guard” henchmen 
with axes to grind can spread their nasty rumors and 
resort to scheming to retain their control. Factionalism 
may become acute and display organizations may 
languish because of neglect. What of it? As long as 
their venom is hurled on The DISPLAY WORLD 
and its supporters they are loyal and valuable allies 
of their secretary’s masters. 


Is it strange for this reason that The DISPLAY 


WORLD should take its position beside those I. A. 
D. M. progressives who are struggling to purge their 
association of its baser elements? Is it odd that dis- 
playmen who-are sincerely interested in renewing and 
invigorating the I. A. D. M. should look to The 
DISPLAY WORLD for leadership? Dedicated to a 
program of service to window display advertising and 
its profession, The DISPLAY WORLD will continue 
to carry on its constructive work despite the threats 
and conspiracies. 





CREAM OF WHEAT ACTIVE ON COAST 


The Cream of Wheat Co. is conducting a business drive 
on the Pacific Coast, using a number of newspapers in the 
southern California territory and tying up with window 
displays. In conspicuous ads in merchandising sheets it is 
appealing to grocers to aid its efforts through displays. 





WOLF & DESSAUER ABANDON COMPARISONS 


Wolf & Dessauer, Ft. Wayne, Ind., recently ran advertise- 
ments in local papers to announce that in the future all com- 
Parative prices would be eliminated from their advertising. 
The reason for this step, they state, is that “notwithstanding 
all the safeguards that a merchant can establish, an enthu- 
Slastic buyer or advertiser is inclined to stretch the original 
Price.” 





NAMED AD AND SALES PROMOTION HEAD 


C. F. Donohue has been appointed sales promotion and 
advertising manager for the Denton-Ross-Todd Co., Lexing- 
ton, Ky. Mr. Donohue formerly was advertising and sales 
Promotion manager for the Deardorff-Sisler Co., Hunting- 
ton, W. Va. 
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No. 2999 Adjustable Lattice-RAMBLER No. 2149 Stand of 


DECORATION Iron 
No. 2999 illustrates adjustable filled with natural 
frame applicable to any round prepared ferns and 


or square post. In ordering, 


c drooping ivy vines 
state circumference of your » alia . 


round post or diameter of the complete 
square post and we will furnish 
you with green painted adjust- $6.00 


able lattice frame to cover 25 $5 00 


square feet for..............0.2. 
Add 1 dozen natural prepared Write for copy of 
oak branches which you lay $3 50 our SPRING CAT- 
aver tue: lattice for... ......-..... . ALOGUE No. 2 of 
Artificial Flowers, 


Fo: Spring, you can add apple, 
cherry or dogwood blossom dec- $8.50 Vines, etc., mailed 





orations; also ‘wistaria, ram- FREE ON APPLI- 

ble: rose or lilac. CATION. 
Frank Netschert, Inc. 

61 BARCLAY ST. NEW YORK, N. Y. 




















Will You Help Preach the 
Gospel of Window Display? 





It requires no effort on your part; merely your desire 
to aid in enlarging and developing this wonderful me- 
dium of advertising and merchandising. 


Simply order a set of the slogan cuts—only $1.00 for 
a set of two sizes—less than their regular cost—and 
use them on your advertising literature, stationery, etc. 
It affords an effective and dignified means for the con- 
centrated tie-up of all manufacturers and concerns 
catering to the display field. 

This slogan and emblem is the result of the realization 
of the publishers of The DISPLAY WORLD that the 
interests of the entire display field can best be ex- 
ploited and promoted by a national unity, as can only 
be done by means of a slogan or emblem of this type. 


Order Your Set of Electrotypes Today! 
Price $1.00 Postpaid 


The DISPLAY WORLD, Cincinnati, O. 
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Can the Windowman Risk Shabbiness? 


Good Clothes and Work Behind the Plate Glass Do Not Always 
Harmonize, But There Are Other Considerations 


By a Chastened Displayman 


OR fifteen’ years I have been a displayman. 

During that time I have definitely aban- 

doned the work twice, and almost a third 

time, because I felt that the treatment I 

received was such as no intelligent man 

could endure and preserve his self-respect. It was 

not until five years ago that I accidentally stumbled 

upon what I now believe to have been the chief cause 
_ of my unfortunate experiences. 

Previous to taking up display work I had been 
an office worker in a large northern city, where a 
well-dressed appearance was expected of all employes. 
And I had always rather prided myself upon a neat 
and good-looking wardrobe, paying due regard to 
both quality and the prevailing style. On my first 
engagement as a displayman, I purchased an inexpen- 
sive but rather snappy suit that I thought would 
suitably dress the part. It was in a small store where 
the porter service was at best sketchy and. usually 
non-existent. I soon found it necessary, in order to 
get things done, to take on more and more of the 
purely manual work in order to obtain satisfactory 
results. In short, it was no place to stand on cere- 
mony. It was but a few weeks when my new suit took 
on a decidedly shabby appearance, and with it came 
the realization that display work is no respecter of 
good cothes. So I fell into the habit of wearing out 
my cast-off clothing in the windows, thinking if I 
changed to a good suit whenever I went on. the street 
that would be sufficient. Besides, I was a thousand 
miles away from where I would likely meet anyone 
who knew me, and my personal appearance was a 
matter of small importance. And, I grant you, I did 
save on my clothing bills. A good suit would last 
me two years, since I wore it at no other time than on 
the street or at my boarding house. 








SAY MISTER / 
WHY DONT YOU GET 


SPARK PLUGS OR IGNITION 
OR TRANSMISSION OR, 
THIS OR THAT ? 








But what my window clothes were like I shall not 
attempt to dscribe. Dirt, rough usage and‘a spirit of 
don’t care had done their work. I was probably a 
sight, and one thing became painfully evident: either 
myself or my work did not command the respect of 
my employer.or fellow-employes. I was frequently 
asked to do things wholly out of my line. On one 
occasion I remember. being curtly told to aid the 
colored porter in cleaning out the cellar. At another 
time a traveling man carelessly flipped me a quarter 
and directed me to move his trunks to an upper floor. 
My work room was without heating arrangements of 
any kind, and in winter when the thermometer fell 
below freezing I naturally asked for a stove. I shall 
not soon forget the expression on my employers’ face. 
“My word, can you beat it? Heat for a window 
trimmer! Next you'll be asking me for hot choco- 
lates sent up on a tray.” Ina word, I was contemptu- 
ously and angrily refused and eked out the winter as 
an unwelcome guest in the alteration room, where, 
since women were employed, a stove was considered 
quite proper. In my experience I have been quartered 
in an unpaved cellar with a colored porter, the classi- 
fication being considered quite natural. I have worked 
in a room five feet high by four wide, where the drip- 
pings from a toilet room above fell directly upon my 
desk. I have been called upon to do all kinds of odd 
jobs from mending the plumbing to fixing the roof. 
Nothing but a genuine interest’and fascination in the 
work held me to my job or brought me back to it 
once again. 

One day a lady, with more candor than politeness, 
said to me: “I do wish you would clean up and try 
to make a decent appearance in the store. You area 
source of embarrassment to your friends.” So, more 
in the spirit of humorous compliance than from any 
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Well-Meant Advice Is Not Always Sound, According to C. H. Barton, Display Manager, 
Newcastle Dry Goods Co., Newcastle, Pa. 
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real conviction of the necessity of the thing, I dug 
up a presentable suit, bought a new hat, wore a clean 
shirt and collar each morning, blacked my shoes, and 
even purchased a snappy necktie. The gale of biting 
raillery that greeted my changed appearance can well 
be imagined. But I took it all good-naturedly, deter- 
mined to stick it out for a while at least. Before the 
end of a few weeks I began to notice a surprising 
change. Employes who formerly had deemed it suffi- 
cient to address me as “Here, you,” now said “Mister.” 
I began to find a show of respect in places where it 
had formerly been distressingly absent. Things be- 
gan to get more pleasant and I began to see a bright 
light. 

I now realized that my unpleasant experiences 
were largely the result of my own stupidity and the 
egotistic belief that since it was I, it would be possible 
for me to wear any old clothes I liked and get away 
with it. The mistake was evident. 

There is a saying somewhere that there are but 
two classes of men who may safely disregard their 
personal appearance—the hobo, because he is below 
the level of human notice, and the multi-milionaire, 
who is so rich that he can afford to tell the world to 
go chase itself. In between these two classes, a man 
must watch his dress with care and good judgment. 

Now when I pass a tall looking glass in the store 
I take a look. If I find my tie awry, my hat stove in, 
dirt on my trousers or a rip in my shirt, I stop right 
then and smarten up. No, I don’t buy a high-priced 
suit and wear it out in six weeks, but I find that suffi- 
ciently good suits may be purchased at the end of 
the season to fill the purpose nicely. If my hat needs 
cleaning or my suit pressing, I meet the expense 
readily, for I consider it good business. I tip the 
porter to clean up my work room so that it does not 
look quite so much like a dark hole. I buy an electric 
fan for the window in summertime, thus greatly add- 
ing to my personal comfort and safety and avoiding 
a damp and mussy appearance. I now receive three 
times the salary I made on my first job. Do clothes 
make the whole appearance? Of course not. But I 
greatly doubt the chances of a salary raise to a man 
who looks like a tramp. 

There are a good many displaymen who are mak- 
ing the same mistake I did. They feel if they dress 
within an inch of their life on Sundays or when out 
of the store, that this is sufficient and they may wear 
what they like in the windows. I feel convinced that 
this has much to do with the low official and social 
standing which displaymen have in many stores. If 
you would ‘have respect, you must earn and preserve 
it, and since the memory of man, fine raiment has 
been a potent factor in impressing our fellows with 
our business and social consequence. 


So I say to the other fellow, if you feel dissatisfied 
with the way you are being treated, take a look in 
the glass. If you look like a janitor, you will certainly 
be treated as such, quite apart from your mental 
qualifications, and you will have no one to blame but 
yourself. And if you think there is nothing in this, 


Just try the experiment and you'll be surprised. 


THE DISPLAY 


Get Business by Mail 


60 pages of vital business facts and figures. 
Who, where and how many your prospects 
re 


are. 
8,000 lines of business covered. Compiled 
by the Largest Directory Publishers in the 
world, thru information obtained by actual 
door-to-door canvass. 

Write for your FREE copy 


R. L. Polk & Co., Detroit, Mich. 


POLK DIRECTORY BLDG. 
Branches in principal cities of U. S. 
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For Beautiful and Effeétive 
SPRING DISPLAYS.---use 


MAH ARAM, 
ORIGINAL AND UNUSUAL 
Display F'abrics 
Manufactured at Our Own Mills 
Buy your window display fabrics in any quantity direct 


from the manufacturer offering a wide range of superior 
fabrics in effective colors at prices that will astonish you. 
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WRITE FOR SAMPLES AND SUGGESTIONS 


MAHARAM TEXTILE CO. 


107 West 48th St. New York City 
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Before Ordering a Valance, Write | 
BRYAN’S, Louisville, Ky. 
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DISPLAY WORLD 


Cubistic Art Reflected in Scarfs and Cloaks as Fittingly Shown by Franklin Simon & Co. 
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With the New York Displaymen 


While Snow and Sleet Rule Highways, Fifth Avenue Shops Optimsti- 
cally Point to Spring in Windows Resplendent With Silk Frocks 


By MARJORIE DENT CANDEE 


» EW YORKERS still continue to scamper 
in their galoshes through slush and sleet, 
but smart Fifth Avenue shops have wel- 
comed back their long-lost but never for- 
gotten Mistress Spring. In her honor 

they have bedecked their windows with gay silk frocks 
in lovely soft colorings, with blues and greens pre- 
dominating . Black and white is favored and bids fair 
to rival the blues. The new fashion displays showed a 
crystallization of several trends in early spring styles. 

Black chiffon is extremely popular, trimmed with 
black, with underlays of pink chiffon. This fabric 
makes extremely attractive “bridge frocks.” Best’s 
& Stern’s are displaying printed chiffon frocks. Satin 
coats in black crepe satin or satinfaced marocain are 
also being widely shown. Among the new colors, 
Arnold Constable has introduced “‘violette,” Kurzman 
has introduced “blotter pink,” “blue skies” and “jaune 
de printemps,” and Franklin Simon’s introduce “honey 
beige.” Of the old colors, gray is being featured, par- 
ticularly by Kurzman, and red is being shown as 
second in popularity to the blue ones. Chanel, corn- 
flower and Queen Blue still hold their own; in fact, 
the blues range from. forget-me-not to deepest navy. 
Russek’s showed a charming hydrangeia blue in a 
jacquette model. A striking effect appears in one 


“blue skies” frock displayed by Kurzman—the color 
is between blue lotus and forget-me-not—and is very 
much like the blue skies pictured in the popular 
European cruise catalogues this winter; the blouse is 
tied at one side with moire grosgrain ribbons in dark 
blue, red and green. Saks-Fifth Avenue featured th 
bolero frocks. 





In general, the mode is favoring feminizing lines. 
Even the strict tweed:tailleurs and tuxedo suits have 
unbent to grace their severe masculinity with a few 
feminine touches. The determinants are not greatly 
changed—the bodice is loose and bloused, there is 
a waist line at or about the normal point, usually 
belted, there is an apparently straight skirt, and there 
is a hemline which hovers persistently about the knees. 

At Roamens, on fashionable Fifty-seventh Street, 
at this date of writing, there was a startlingly chic 
display of black and white costumes. In the center 
of the front window a large card contained an etching 
of milady garbed in one of these black and white 
creations and the following interesting style note: 

“Flashed in the daily cables from Paris openings. 
The new frocks for sport, for tea, making each new 
fashion theme a more striking thing! The small black 
hat—brimless or with but a bit of brim. The white 
gardenia or the cluster of white violets. The crystal 
pin.” 

In the center of a group of black and white after- 
noon frocks was draped a gorgeous orchid velvet and 
tissue cloth evening wrap, lending brilliance to the 
final effect. In the rear, left and right were two 
iridescent beaded dance dresses. 

With something approaching enthusiasm the dis- 
play managers have decorated their windows with 
frills and furbelows which have been scrupulously 
banned during these marly years of mannish sin- 
plicity. New feathers and flowers are being show! 
on the hats—Kurzman had a whole window full of 
coque feathered hats—and it is said that Agnes, 
Reboux, and other of the smart French designers fea- 
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tured flower and feather-trimmed millinery. Creamy 
lace trimmings and colored lace, banned during the 
period of the angular and boyish and sleekly coiffed 
demoiselle, are now in favor with the softening of the 
tailored lines. 

Exquisite handbags are seen at Saks-Fifth Avenue. 
Here antelope is as chic as suede and appears in 
envelopes of different sizes and shapes. These are 
engaged in an extremely effective display on a pyramid 
of many glass shelves. Grey lizard skin, patent 
leathers and red suedes are shown. 


At Hixbie’s there was also a dazzling display of 
black and white costumes. A white panel in the rear 
and two cubistic colored screens made an effective 
background for black bolero frocks trimmed in white 
crepe de chine, organdie flowers and white velvet 
flowers. Many of the skirts were plaited, and among 
the new trimmings Roman stripes were noticed. In 
another Hixbie window was displayed a charming 
array of red straw hats, red pocketbooks, red scarfs 
and black kid gloves with red gauntlets and red stitch- 
ing, all on a black velvet carpet. The models wearing 
the hats were silvered. 

At Franklin Simon’s a lovely assortment of Eng- 
lish tweed coats for juniors was shown. Hats, kid 
shoes, perfumes, handbags, gloves, scarfs, and all the 
accessories were displayed to delight the hearts of 
New York’s younger set. Novel rhinestone pins in a 
variety of new shapes attracted the attention of 
passersby. Tan and “honey beige” were the predomi- 
nating colors. Also for the junior group, a windowful 
of the new Bramley dresses for spring, and dress and 
jacket frocks were exhibited. A new patch-poster by 
Cora Scovil drew the crowds to the window—two 
young misses wearing Bramley dresses attended a 
dog show; in the rear of the patch-poster were seen 
in-cages Pomeramians, Chows, Doherman pinschers, 
Sealyhams, terriers and collies. The feature of the 
new Bramley dress was the square neck with crepe de 
chin top and wool skirt and three-button jacket with 
a tiny flower in the coat lapel. To add a note of 
color to this display of mostly navy blue and beige 
frocks, there was a bright green sports frock. Many 
new Bramley shoes for spring and summer were on 
display in a separate window. Kid, suede, patent 
leather and lizard skin in interesting combinations of 
two or more colors were shown. These were arrayed 
on an oval green flowered rug. Straps with buckles, 
and bow-tongues with one-inch heels, were featured. 


Fur neckpieces accompany the return of the spring 
suit. At Kurzman’s they presented silver fox to be 
worn with grey tweed suits; Altman had a windowful 
of fur pyramids ; Bonwit-Teller’s windows showed the 
lighter furs in beige, and Lord & Taylor displayed a 
window of red fox scarfs as part of the suit ensemble. 


Bonwit, Teller & Co. had a showing of blue 
‘poris frocks, attractively hung on a beige velvet 
Carpet. Against the walnut wainscoting were draped 
anumber of scarfs of orchid, gentian and deep purple. 
Two lamps with women’s figures as bases were sta- 
toned on either side. The shades were two-toned 
blue. Embroidered and beaded bags with blue back- 
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grounds were arranged in among the models. Tap- 
estry bags, organdy flowers and lace-trimmed silk 
handkerchiefs in yellows and blue made an effective 
final touch. Blue, green and yellow-stoned, slave-link 
bracelets were scattered here and there in an artistic 
manner. 


At Arnold-Constable’s the display of black satin 
coats was beautifully set off; a gilt chair with an 
orange brocaded back, a black velvet screen triangu- 
larly shaped, and silver cardboard steps graced the 
rear of the window. On the steps black pockets and 
platinum kid handbags were arranged. In the front, 
the black coats were displayed on black oval rugs. 
Black perfume bottles and black satin slippers com- 
pleted the window. Monkey fur was noticed as a 
popular trimming on the coats, as well as dyed rabbit. 


For “the young debutante” who choose the “vio- 
lette” tones for smartness, the display manager of 
Arnold-Constable & Co. has decorated an extremely 
beautiful window—umbrellas, hats, scarfs and frocks 
take a prominent central place, all in the violette 
shade. A gold lamp, a back drop of gold with a deep 
violet border, and a huge cloisonne vase of purple 
lilacs comprise the decorative scheme. Several turban 
hats covered with violets and a gray coat and several 
silver fox scarfs lend contrast to the picture. This 
window attracted a steady stream of people during 
each morning and afternoon. 


George Bernard Co., Inic., showed a window of red, 
peach and pink-beaded evening dresses with pink 
summer hats, and in the center a red and gold tissue 
cloth evening wrap. Nat Lewis had one window con- 
taining a bright green chiffon teddy, trimmed in deep 
black lace; black satin mules, a black satin kimono 
with pink, gold and green appliqued designs, and a 
powder box, dresser clock and picture frame of green 
enamel. The final effect was extremely pleasing. 


Russek’s had a windowful of black and white shoes, 
patent leather and white kid, to wear with milady’s 
black and white costumes. H. A. Ruby, Inc., showed 
lovely blue straw hats, grey straw hats, trimmed with 
satin, flowers and two-toned chiffons. Hermelee had 
an exquisite showing of evening gowns and wraps 
in white, rose and pink, in the “slinky” beaded style 
and in the, orchid tullet and net bouffant style. The 
center of this display was enhanced by a lovely cherry 
red chiffon velvet wrap with gold brocade sleeves 
and brown fox collar and cuffs. A green taffeta 
boudoir doll with a Persian headdress of pearls and 
turquoises added an effective color note. Biarritz 
Shoppe, Inc., present two-toned grey crepe de chine 
and georgette afternoon frocks, many of which were 
plaited and trimmed with satin or georgette. 


Jaeger showed a lovely assortment of all-wool 
sports sweaters in blue and grey, grey and tan, tan 
and blue checks and plaids. Kargere de Paris-showed, 
against a maroon plush floor and a red velvet and 
gold-dotted back curtain, one dainty white georgette 
blouse with tiny tucks and fine lace trimming. A large 
boudoir doll in red silk pajamas graced one side of 
this simple but attractive window display. 








60 THE DISPLAY WORLD 


Style More Potent Than Utility 


M arch, 1927 


Like Quality and Value, It Must Be Presented to the Passer By the 
Window Card—Pithy Phrases Outbid Crowded Copy 


By LOUIS E. BLENDERMAN 
Display Manager; Stein Bros. Co., Hastings, Neb. 


HEN we consider the attributes of mer- 
chandise showings, I believe that you 
will find the public much more concerned 
with the style, quality and value of what 
is displayed than its usefulness. Utility 

is easily overlooked in many instances, but these three 

characteristics are always interesting. Practically all 
the merchandise in a department store other than home 
apppliances has some style appeal. Thus, most sales 
of goods windowed are made by creating a desire 
through the favored urge of “It’s the latest out,” “The 
quality is wonderful,” or “It is such a good value.” 

Style will create more profitable sales than any other 

attribute—everything has style, from washboards and 

toothpicks to motor cars and bathing suits. And the 
expression of this appeal to the prospective buyer 
rests in the card writer’s ability to tell his story. 





Many of them try to fill up their cards with copy, | 


and, in doing so, lose selling power. This fact has 
been tested often. A pithy phrase is worth more than 
a card covered with copy. 

Cards of uniform size and design usually imply 
good taste and add grace to the average chain of win- 
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Cards by Morris Spinrod, Consolidated Gas Co., New 





York, Which Illustrate the Strong Appeal of Terse Phrasing 


dows. In special settings and in “openings” a colored 
card, simply lettered, indicates good taste. Poster 
effects are fine and effective in selling branded goods, 
in special sales, and promotional events, but, unless 
the card writer knows color, design and the means of 
combining them, this style should not be used. The 
quick, critical eye of the public will speedily hunt out 
the errors, and besides, the high-powered card some. 
times is able to overwhelm the display by its bril- 
liance. Certainly the card should never dominate the 
display. In the stores in the larger cities, these points 
are carefully considered, but in the small town stores, 
where the displayman has a multitude of duties, they 
are easily overlooked. 





WINDOW DESERT SCENE TIES UP WITH RODEO 

A timely window and one that attracted crowds to the 
Boston Store, Phoenix, Ariz., was a bit of Arizona desert 
in a display appearing while a rodeo was in progress. The 
spirit of the rodeo was deftly caught by the display artist, 
who not only depicted the scene cleverly, but the desert back- 
ground as well. The two central figures, a cowboy and a 


cowgirl, were shown in typical surroundings, here and there 
a giant cactus appearing, while desert animals abounded in 
The display window attracted many tourists. 


the scene. 
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A Daily brush, made and marketed 

under the “Perfect Stroke” brand, ful- 
a fills every requirement. Quality is always 
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An Empress Sighed for a Silk Robe 
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Her Vanity Would Have Taxed Resources of .Her Realm, But Every 
Modern Girl Can Wear Finery—Bearing on Counter Displays C 


By WALTER I. WILLIS 


Vice-President, Three-in-One Oil Co., New York 


HE supreme test of any form of civilization 
is the thoroughness with which it serves 
the masses in their struggle to obtain and 
enjoy the material comforts of life. The 
assurance of an abundance of the com- 

modities which are regarded as necessities has not 
~ always been possible. Famine has lurked around the 
corner, and uninterrupted availability of food, cloth- 
ing and the connveniences which make modern life 
pleasant, were very uncertain. In these days when 
every woman believes silk garments a necessary por- 
tion of her wardrobe, it is interesting to note that a 
Roman emperor once refused his empress a silk dress 
because the imperial treasury could not stand the 
strain. Silk was too rare and costly even for an 
Augusta. i 
But there is no scarcity of commodities today. 
The industrial system built up during the past half 
century guarantees a constant flow of manufactures, 
and the quest of buyers for goods has become a pro- 
ducer’s ‘search for buyers. Specialization in produc- 
tion is constantly increasing, resulting in the develop- 
ment of extensive organizations devoted to the manu- 
facture and sale of a handful of items. To earn 
a compensation for the capital invested in these 
agencies, to maintain cohesive, skilled working units, 
it is necessary to keep raw materials moving into their 
plants and finished goods moving out. 


Turnover—sales, everybody’s quest! Magic for- 
mulas have been proposed and tested, and tremendous 
sums have been frittered away in experiments. New 
prophets constantly arise to shout new command- 
ments for producing sales. Placing domination of the 
buyer and chicanery above service, these novelties 
are seldom sucessful. Human needs and desires must 
be served by every sale. 


Oil is a household necessity. It is needed for a 
multitude of purposes. It is one of those commodi- 
ties which must be had immediately when the need 
is uncovered. It would be seldom bought without 
this urge of the suggestion of a “want.” 


Let Mr. Merchant set out one of our counter 
containers and see what happens. The customer who 
has a creaky cash register or balky typewriter has 
a suggestion flung at him. He wants to keep the 
machine in good working condition. Why not buy a 
can and “oil up?” The housewife who “wants” to 
keep the metal on her range bright and shiny is told 
that oil will prevent rust. She buys a bottle. Mere 
display of the oil suggests its availability and this is 
the most satisfactory prelude to immediate selling. 
The man who is convinced of his need merely requires 
the stimulus of this urge to complete the details of 
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a sale already made in so far as the mental part of 9 @ creati1 
the transaction is concerned. er 
This is the province of the container. It cries to ‘losiniaa 

the passerby a message of proximity. Its appeal is: MB element j 
“Here they are; take ’em home.” It declares: “They J irom the 

will do thus and so that you want done; you have both —_ 

already noted this requirement; they will give you se 

satisfaction and peace of mind.” worthy ‘ 

This impulse is universal. It speaks all languages. MM artist’s cx 
Its appeal is as great in the Latin countries as in the J )outhful 

home of the English-speaking races. It serves the ae 

merchant as faithfully in the Argentine as in Canada & ,; emul , 


or California. 

To make sure that its forceful appeal will be 
enlisted in the sale of “Three-in-One” products, we 
pack a container in every carton we send out. With 
every two dozen ounce bottles we include a bottle dis- 
play and a can container goes with each dozen cans. 

Let me cite one instance of what can be accom- 
plished by any retailer who will use such material 
when furnished by the manufacturer. The dealer to 
whom I refer is a grocer in a suburban community of 
New York City. He told me that he had not sold a 
single bottle or can of “Three-in-One” oil for two or 
three months prior to putting up a few displays for the 
one-ounce bottle and “Handy Cans,” but that since he 
has kept these displays on his counter he has sold one 
dozen of each size every week for more than six 
months. 











TO CONTINUE AD COURSE AT COLUMIBA 
The course on retail’ advertising and sales promotion will 
be continued during the spring session at Columbia Univer- 


younger se 
With the n 


sity, New York City, with W. J. Brown, sales and advertis- Mig..." 
ing manager of James McCreery & Co., as instructor. The ‘ iit 

course will be given on Monday evenings from 7:40 to 9:30, Dresd tes: 
the first session of the class to be held February 7. Students tiace aia 





are permitted to attend once before registering. 
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New Show Rooms of Palmenberg in Gotham Garment 
Center Displays Largest Collection of Models 










HE staging of the largest exhibition of wax 
figures for display in the world is an ac- 
complishment worthy of recording. When 
brilliant costuming, attractive lighting and 

startling trueness to life is added, the event becomes 
of interest to everyone concerned with the displaying 
or buying and selling of garments. This exhibition 
has recently received the finishing touches of artists 
at the new show rooms of J. R. Palmenberg’s Sons, 
Inc., situated on the second floor of the Lefcourt- 
Manhattan Building, Broadway at Thirty-ninth 
Street, New York. It is the culmination of months of 
planning and construction. 

The booths are slightly elevated, gracefully arched and 
finished in a rich caen stone effect. A variety of lighting 
effects is achieved *by well-placed floodlights and cleverly 
arranged spotlights. In installing these special booths, the 
idea was to simulate a battery of windows in which groups 
or unit displays could be arranged as in the show room or 
windows of a store. 

As befitted such an undertaking, a special artist was 
brought in ot help in creating the costumes and effects. This 
artist, Arthur H. Cooper, formerly head designer for Lady 
Duff Gordon, in collaboration with Nelson Sackett Lang, 
the Palmenberg director of arts and displays, has succeeded 
in creating a dazzling display of both figures and merchan- 
dise. 

While the feminine figure of all ages and types is pre- 
s to dominant in the display, the rest of the human interest 
| 1S: element is well represented also. Childhood is reproduced 
‘hey from the cradle infant to the budding, adolescent stage of 
both sexes, and the male figure is well taken care of in a 





lave i “ 
wide variety of types and poses. 
ys The ladies, being the center of attraction, are, indeed, 
worthy examples of the artists’ sculptoring and the fashion 
izes. artist's costuming. In tune with the spirit of the times, the 


youthful face and figure plays an all-important part.: The 
charming, dashing, exuberant American girl is depicted in 
every imaginable type, from the decided blonde to the miss 
of raven locks. Bobbed heads are practically unanimous with 
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A Corner of the New Exhibit 












vill younger set and many of these sprightly figures are finished 

<a with the newer modeled wax hair. : 

«shel Of more than passing interest, too, are the distinctly 

Ohe different figures of pure white wax. These figures, with 
9:30, odeled wax hair, which Palmenberg has aptly called their 

ents Dresden China Figures,” are finished in a highly glazed 





urface to simulate the appearance of old Dresden china. 
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Peer of the World in Wax Exhibits 
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The Superiority of 
Sho-Card Board 


The unsurpassed Dull Finish working surface, 
together with the 27 Magnificent Colors, ex- 
plains to Show Card Artists, users of Sho- ‘Card 
Board, why the demand is spreading to Show 
Card Writers throughout the world. 


SAMPLES AND PRICES UPON REQUEST. 


Manufacturers of Royal Crest Products 


Sho-Card Board (Dull Coated) Litho. Blanks (Dull Coated) 
Poster-Coat Boards (Dull Chinatex Display Boards 
Coated) Frieze Display Boards 
Pla-Card Boards (Dull Coated) Lava Display Boards 
Sign Crafters’ Blanks (Dull Adelphia Display Boards 
Coated) Ripple Display Boards 
Mat and Mount Boards 
Illustrating and Drawing Boards, etc., etc. 


HURLOCK BROS. COMPANY, Inc. 


Office and Works 3436-38 Market St. 


3435-39 Ludlow St, Philadelphia 











The F'ountain Air Brush 


For Show Card and Sign Writers 
Easy to Handle and Keep in Order 


Ask Any One of 20,000 Users 















Write for Catalog 52D 


Pecan & Chandler 


913 Van Buren, CHICAGO 


























Show Card Writers and Window Trimmers 


Mayer Brushes and Moist Water Colors Give Con- 
tinuous satisfaction. We invite your correspondence. 


Address JOSEPH MAYER & CO. 
25 East 14th Street New York, N. Y. 























Draws or cuts ovals thousands of 
shapes and sizes from 2%” to 21” 


Guaranteed Absolutely Perfect. 
Thousands of Satisfied Users. 


$2.50 — $3.00 — $5.00 
Order from your dealer or direct. 


VICTOR H. SPILLER CO. 
53 Warren St. Boston, Mass. 











LITHOGRAPHED DISPLAYS 
CUT-OUTS, POSTERS, ETc. 
LUTZ & SHEINKMAN, INC. 


LITHOGRAPHERS SINCE 1896 
2 DUANE STREET 


NEW YORK 
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heavily upon this, and has proved effective in securing 
a mass of windows. 
Standing in front of this druggist’s display, how- 




































estimation abovt the status of the “window trimmer.” 
In this designation there is no discredit, but where 
it is applied to the displayman there is evidence of 
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When Do While retail displaymen have long ever, brought out a circumstance which was not re- colleagt 
Dealer Helps understood the principles of attrac- vealed in the convention demonstration, or, if known To I 
Help? tion and have been able to gauge the to the advertiser, was not over-stressed. It was ap- play me 
effect of the type of display long parent immediately that the autoist at the curb or the ally wel 
before its installation, producers and users of national pedestrian near the edge of the sidewalk could not tige resi 
advertiséd displays are still wandering about in a read a line of the copy on the four smaller panels laud the 
maze of uncertainty. In every conference a frank, without the aid of a spy glass, and that the slogan dow tri1 
upstanding spokesman of “truth in advertising” is which capped all of the panels was absolutely illegible bers in j 
sure to pop up with the ringing declaration that “we at that distance. The moral is that this display was strength 
do not know what makes window displays pull. We planned by an advertising man who, while fully fa- Jj ‘loser tc 
do not know how many passers the individual display miliar with the effect of copy, failed to realize that display 
can stop, how many it pulls into the store, what per- visibility and placement in the line of vision are every ge 
centage of displays are used, or a multitude of other fundamentals of successful display. 
similar facts.” There will be grave nodding of heads There is a great deal of truth in the assertion of The Pri 
and general assent around the board. W ke Stensgaard, president of the I. A. D. M., that ia Pri 
This default can be explained by the revelation the easiest means of insuring the success of a national oe 
that manufacturers’ displays are hybrids, neither ad- advertiser’s window campaign is to entrust it to the - 
vertising nor displays, and hence not quite within the control of an experienced displayman or to fall back 
scope of the advertising man nor yet within the upon his counsel in its preparation. <n 
scope of the displayman. “The 
A splendid display appeared in a community drug Window Trimmer In the little mining town as well a on 
store this week—a display that was demonstrated or Display as the “big city,” the man who is as a ; 
at the last W. D. A. A. convention. From the stand- Manager in charge of windows is termed “ - “2 
point of the advertiser it was one of the smoothest ‘ the “display manager,” but there me 
interpretations of dealer appeal that was ever re- is a world of distinction between their activities. In ee: 
leased. A number of beautiful panels, “tied together” reality the “big city” department head is the only oa 
by a common slogan, were grouped in a symmetrical ‘display manager,” for he alone has a staff large wi fe: 
arrangement, the smaller panels surrounding a center- enough to give him the pretense of management. He a 
piece upon which selling copy of the national adver- alone can command the respect and the deference indice t 
tiser was placed. The peculiar appeal of this display which the department manager merits. The display- ee sell 
lies in the fact that four auxiliary panels were de-- man for the smaller stores, installing his own win- “aly — 
signed to serve the dealer by calling attention to the dows as well as planning them, writing his show es antly 
miscellaneous product which he stocks. The sales talk cards, making his cut-outs and preparing his own <= 
of the advertiser and his installer, of course, bears backgrounds finds it hard to rise in his employer’s of Ase 
show 
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need for much educational work. Classification of the 
windowman as a mere mechanic with special training 
in giving a polished appearance to show windows in- 
dicates the belief that this is the limit of his capacity. 
That his work is a form of advertising and that he 
may know and employ its fundamentals has scarcely 
occurred to this type of employer. 


This accounts for the hard conditions under which 
many displaymen operate, for cellar and garret quar- 
ters and lack of consideration for efforts. All of the 
trade and consumer publications bear witness to the 
survival of the designation of “window trimmer” and 
“window dresser” in the classified advertising for men 
to fill these positions. 


Obviously windowmen can not advance in standing 
as a class until they plan their advancement in an 
organized fashion. The progressive here and there 
may acquaint himself with the fundamentals of adver- 
tising and use the knowledge thus obtained in pro- 
motion of his employer’s goods, thus making it pos- 
sible for him to qualify for better compensation and 
better employment. But these brave hearts: will find 
their profession discounted and their personal achieve- 
ments minimized until such time as the mass of their 


| colleagues catch up with them. 


To hasten this day should be the goal of the dis- 
play movement, and its leaders, even though person- 
ally well connected, should not forget that their pres- 
tige rests on an uncertain foundation as long as they 
laud the display manager and scorn the humble win- 
dow trimmer. Influx of a huge group of new mem- 
bers in the I. A. D. M. would be valuable not only in 
strengthening the association, but in bringing it in 
closer touch with the problems and perplexities of the 
display profession, which lists five “trimmers” for 
every genuine “display manager.” 





The Price When the Penn Retail Shoe Group met 
Ticket recently, display was a subject that re- 
Again ceived much attention, and among the 

features of the window which gave con- 
cern was the use of the price ticket. 

“The display window should give all the informa- 
tion possible to impart,” said one of the authorities. 
“Whether the shoe is $5.00 or $15.00, it should be 
priced. I also believe in the use of show cards which 
give real information. But care should be taken to 
see that these placards are really informative and of 
an institutional nature and not mere statements of 
the obvious.” Here is vindication for those who have 
maintained that trade need not be impaired by the 
use of the price tickets. That high standards may be 
indicated by the price as well as by appearance and 
the information which the passer receives, aids him 
instantly in determining whether or not he is inter- 
‘sted enough to make further inquiry. 


Associated with this question was the repeated use 
of show cards. “It is very often the custom to put 
away certain cards with the idea_of using them again,” 
said one of the speakers. “But even if the card is not 
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put in the window again for three months it is sur- 
prising the number of people who remember it and 
thus get an impression that the window displays of 
the store do not amount to much. I believe that the 
best procedure is to get first-class cards, use them 
once and discard them.” 


The phenomenal success which has been won by 
the Geuting Co. in Philadelphia should give impor- 
tance to the display ideas of George W. Geuting. 
“There is a tendency to put too many types in a show 
display,” he declared at this meeting. “A shoe display 
needs special care in order to get unity of effect. Do 
not try to sell too many stories in your window. Just 
stick to one message and see that it gets over. Care 
should also be used to see that your window display 
hooks up with your advertising properly.” 


Here is the answer to the shoe merchant who 
questions the possibility of trimming his window 
lightly. Medium-priced shoes can not be merchan- 
dised that way according to some of the merchants. 
The public wants to see loads of shoes and wants to 
be able to make its choice from the window. With 
the success that Geuting’s have obtained it should be 
evident to these trembling doubters that their fears 
are wholly without foundation. 





And Now It is significant that the same mail brings 
It’s us two communications on coal displays. 
Coal From Minneapolis comes the request for 

suggestions in creating attractive show- 
ings, while Pittsburgh reports the showing of a lump 
of coal in a jeweler’s window, a black diamond among 
his costly jewels. 


Why not displays for coal? Perhaps the spec- 
tacle of a pile of fuel would prove unattractive to the 
man who has to stoke a furnace all through the win- 
ter, but the possibilities of display are not limited 
to the fuel itself. When such intangibles as electric- 
ity, gas and ’phone service can be “displayed” in 
cheerful manner through portrayal of the romance of 
the service, there is a field for exploitation of the 
“black diamond.” 


In a Chicago museum we have seen in a layer of 
coal the imprint of a fern leaf as perfect in form as 
when it fell into the primeval swamps countless ages 
ago. Coal harks back to days when vegetation, as 
we know it, was yet to be evolved, when our earth 
was a hot, mist-covered ball in which strange animals, 
chiefly reptiles, crawled and fought, when trees with- 
out a bough shot upwards to great heights in a few 
months and days were shorter and more numerous 
than now. 


All of the attraction value of this wonderful back- 
ground can be brought into play to grip the eye of 
the passer, to explain to him the origin of his fuel 
and linked up with showings of modern mine opera- 
tions and the industrial and domestic purposes to 
which the fuel is put afford enthralling and unfor- 
gettable spectacles. 
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This Landlord Trims Tenant Windows 


Shops in Seattle’s Model Office Building Refer Display Problems 
to the Building Window Department 
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By KATHERINE WILSON visu 


Advertising Director, Metropolitan Building Co., Seattle 


OTHING so definitely declares the char- 
acter of a shopping district as its shop 
windows. Here is the outward and visible 
evidence of the quality of the businesses 
carried on behind them. So firmly is this 

fact recognized by the Metropolitan Building Co., of 
Seattle, Wash., that in the administration of “Metro- 
politan Center,” the ten-acre tract of shop and office 
buildings erected by it in the heart of the city’s busi- 
ness district, this company maintains a department for 
no other purpose than to dress the windows of its 
tenants. With one other company, a Chicago corpora- 
tion, the Metropolitan Building Co. shares the dictinc- 
tion of being the only organization of its kind in the 
country providing such a service. 


No one pretends that this policy is an altogether 
altruistic one in its motives, though this company is 
noted for the liberality of its service. Metropolitan 
Center is Seattle’s smart shopping district, with a 
quality of tenantry and a reputation to maintain as a 
quarter‘ of high-class specialty shops which demand 
character and dignity of appearance. Definite re- 
strictions are imposed as to the signs and “fronts” 
employed by tenants, no projecting or electric signs 
being permitted in the district. The appeal of the 
various shops, therefore, must lie in the attractive- 
ness of their window displays, and that these must 
be of a uniformly high artistic merit is a primary 
requisite. To assure this, the Metropolitan Building 
Co. maintains a window display service. 

This service, of course, is not compulsory, nor is 
it free. But it is at the disposal of tenants at a 
moderate monthly fee, which is determined by the 
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DISPLAYS WHICH ILLUSTRATE CISSKI VERSATILITY—With the wide variety of business in the Metropolitan 
Building, there is a corresponding diversity of goods. Mr. Cisski’s faculty for producing attractive showings of these 
wares is demonstrated by the three typical windows above. Note the treatment of small goods in the tiny drug window and 
the artful use of decorative panels and drapes in the shoe display. 
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. JOHN CISSKI, Manager 
Metropolitan Building Co., Seattle, Wash. 


size and number of the windows to be served, and 
through advice and suggestion seeks to effect a general 
harmony and “tone” throughout the district. That it 
is appreciated as a service is evidenced by the fact 
that more than 50 per cent of the 125 shops in the 
district avail themselves of it, that in the eight years 
it has been in opération not a single client has been 
lost, and that tenants leaving the district invariably 
ask to have it continued, even at a 33 1/3 per cent in 
crease in the cost. ; 
Naturally, the task of making window displays 
for establishments selling every variety of merchan- 
(Continued on page 70) 
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“Visual Appeal Sells Merchandise” is the caption of a 
folder published by the Merchants’ Display Bureau, of In- 
dianapolis, in explaining the principles of their window work. 
“Understanding what it takes to make a window sufficiently 
attractive to cause passers to stop and look” is stressed, as 
is the bureau’s cooperation with newspapers, salvaging of 
displays, checking-up on merchandise, and individual plan- 
ning of manufacturers’ displays. 





The Detroit Window Display Service, following its usual 
custom, has achieved the unusual by publication of an attrac- 
tive folder in which the scope and character of its work is 
set out. Pointing to its record as installer for over one 
hundred well-known manufacturers, the officers of the service 
offers a list of Michigan cities with a compilation of stores 
and their distance from Detroit. News reports of its ac- 
tivities appearing in recent issues of The DISPLAY WORLD 
are included in the copy. 





Harry Locke, formerly assistant display manager at 
Schroder Bros., Battle Creek, Mich., has organized a display 
service in that city at 104 West Main Street. He will spe- 
cialize in local merchants’ windows as well as national in- 
stallations. 





Wm. L. Sullivan, 215 S. Main Street, Akron, Ohio, is 
operating a complete window display and show card service. 
Heretofore he has served local retailers exclusively, but is 
now branching out into the installation of displays for na- 

and Mm tional advertisers. 
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Frank J. Vause, 568 Chester Street, Ogden, Utah, is 
making an aggressive drive for national window display 
installations for his city and adjacent territory. He writes 
that the territory he serves offers a profitable market for 
most nationally advertised products. 
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Notes from the Display Service Field 
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J. G, Waters, manager, Merchants Decorating Sytsem Co., 
Inc., Brooklyn, N. Y., is doing some very effective work as 
chairman of the membership committee of the New York 
Metropolitan Display Men’s Club. The display service men 
are taking an active interest in the big expansion program 
the club is undertaking, and it is also interesting to note that 
the new president, Jerome Jaffrey, is also a service man. 





The Decorative Art Studios, 135 Columbus Avenue, Bos- 
ton, Mass., is a new display service in that city. Edgar 
Harvey is manager and will endeavor to make the scope of 
the service as complete as possible, including sign painting 
and show card writing, in addition to window installations. 
They are also arranging to represent the leading manufac- 
turers and distributors of display products. In this way they 
hope to be in a position to take care of every display adver- 
tising need of their clients. 





The annual meeting of the Window Display Installation 
Bureau, Inc., was held at the offices of th ecompany, 22 Pick- 
ering Bldg., Cincinnati, O., Saturday, March 12. Associates 
from various points attended, and the optimism expressed 
over prospects for the ensuing year forecast the biggest year 
ever experienced in the display service field. 





Ed Hanley, operating as the King Cole Advertising Serv- 
ice, 1227 W. Jackson Blvd., Chicago, Ill., has just issued an 
effective circular descriptive of his business. He is going 
to devote more attention to window display work, as he be- 
lieves that this is a field that will offer increasing oppor- 
tunities for men who make a closer study of the problems 
that confront the national advertiser in securing the best 
and most profitable results. 





Paul F. Lupo, well-known displayman and formerly 
directing display activities for the famous Barker Bros. fur- 
niture store, is meeting with much 
success in the display and art 
service he is now operating. It 
is known as Paul F. Lupo and 
Associates, 2611 W. Seventh St. 
Los Angeles, Cal. 





A combination display of tooth 
paste and brushes has_ been 
launched by the Iodent Chemical 
Co., Detroit. The standard win- 
dow set-up shown in the accom- 
panying illustration will be used 
in a wide stretch of territory. 
About fifty cities will be covered 
for installations by the Window 
Display Installation Bureau, Cin- 
cinnati, Ohio, and its associates. 








Thomas J. Driscoll, 628 S. 
Montana Street, Butte, Mont., has 
established a display service to 
cover that city and surrounding 
territory. He will specialize in 
display work for local merchants, 
but will also take care of national 
advertisers’ installations. 






S. F. Peterson, formerly display 
manager for the Royal Cloak Co., 
of Keokuk, Iowa, is now with the 
England Department Store, of 
Marshalltown, Iowa. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. [ 














DISPLAYS FOR NEW ENGLAND 


WRITE FOR OUR DETAILS 


New England Window Display Service 


161 Massachusetts Avenue, Boston, Mass. 
“The Service That Pays” 


SPRINGFIELD, MASS. 


AND VICINITY 
A complete window display and distributing service. 
Tell us your problem, and let us submit our proposition. 
PAAPE’S WINDOW DISPLAY SERVICE 
22 PHOENIX STREET SPRINGFIELD, MASS. 


Associate Window Display Installation Bureau 
Members International Association of Displaymen 


PHILADELPHIA 


A first-class window display campaign will put your product on 
the map, boost sales and increase distribution. We can show real 
results in Philadelphia and surrounding points. Capacity 1,000 
dispiays per week. Write for list of satisfied clients. 


SAMUEL J. HANICK 1214 Race Street 


Associated with Window Display Installation Bureau, Inc. 


WINDOW DISPLAY SERVICE 


NESS BLDG. 


SALT LAKE CITY 


(The Center of Scenic America) 
Has a connection with Salt Lake Druggists’ and Grocers’ Asso- 
ciations. Backed and Sponsored by all local Newspapers, Brokers’ 
Association and the Chamber of Commerce. 


: SEND FOR LITERATURE 
Window Display Installation Bureau Associate. 


BUCKEYE DISPLAY SERVICE 


“Columbus’ Oldest Window Advertising Service” 
214 Schultz Building Columbus, Ohio 
DISPLAY ENGINEERS FOR LOCAL 
MERCHANTS AND NATIONAL ADVERTISERS 


More than a thousand windows available in Columbus and 
vicinity. Let us cover Ohio and the surrounding states for you. 


NEW YORK 


NEW JERSEY—CONNECTICUT—PENNSYLVANIA 
Window displays delivered and installed for national advertsers. 
Market analysis—Surveys—Sampling, etc. 

Write for data and references. 


ACME WINDOW DISPLAY SERVICE 
H. J. Cox, Manager, Formerly with the Woman’s Home Companion 
225 Fifth Avenue Telephone Ashland 0896 New York City 




















Complete Window Display Service for National Advertisers 


Cleveland, O.—Pittsburgh, Pa.—Toledo, O. 
SURROUNDING POINTS 
Campaigns Planned—Guaranteed Service 


WHITMER DISPLAY SERVICE 
1405 St. Clair Avenue Cleveland, Ohio 


PIONEER DISPLAY SERVICE 
FRED W. WEBER 
INDIANAPOLIS, IND. 

A complete Merchandising Service put on in conjunction with 
your display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better 

Business Bureau. 
Offices: 824 CONTINENTAL BANK BUILDING 
Member Window Installation Bureau. 


FRANK DISPLAY ADV. SERVICE 
Ogden FRANK J. VAUSE, Mgr. Utah 


A modern up-to-date display service equipped to give immediate, 
first-class service to National and other Advertisers in the 
Northern part of UTAH and Southern IDAHO. Write for data. 


QUALITY AND SERVICE 
Best of Reference. OFFICE: 568 CHESTER 








P CINCINNATI 








REMEMBER—Quality and Service Count “Always” 


DETROIT WINDOW DISPLAY SERVICE 


232 LAFAYETTE BLVD., WEST, DETROIT, MICH. 
R. V. WAYNE, Pres. 


Doing business ‘for over 100 well known Manufacturers.. We cover 
the entire State of Michigan and Toledo, O 


Associated with Window Display Installation Bureau, Inc. 


NORTH CAROLINA 


Where Prosperity Reigns 
A Complete State-Wide Display Service for National Advertisers 
Associate with Window Display Installation Bureau 


J. M. UPCHURCH 


907 W. Lenoir St, Display Specialist 





Raleigh, N. C. 











COOPERATING WITH NATIONAL ADVERTISING AND 
DISPLAY AGENCIES 


“DISPLAYS OF THE HIGHER CLASS” 
We guarantee the finest locations and best windows ‘in 


PHILADELPHIA 


Will gladly outline our new and original system, which will 
appeal to all desiring a window campaign. 


THE BUSINESS BUILDERS 
NOTE CHANGE OF ADDRESS 
5712 HEGERMAN ST. BELL PHONE JEFFERSON 6041 


FT. WORTH, TEXAS 
WOOD ADVERTISING SERVICE 


_ Statistical Surveys—House-to-House Distributing 
Window Instailation Service for National Advertisers 
60 Drug Store and 100 Grocery Windows Available 


207 Renfro Bldg. P. O. Box 181 


































AND SURROUNDING TERRITORY 
An Efficient Window Display Service for Local Merchants and 
National Advertisers. 


WINDOW DISPLAY SERVICE OF SO. OHIO 
Pickering Building Cincinnati, Ohio 
Associated with Window Display Installation Bureau, Inc. 


J. D. WILLIAMS DISPLAY SERVICE 
509 South Franklin St. Chicago 


Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 


CHICAGO 
ACME DISPLAY SERVICE, Inc. 


538 S. Dearborn Street Chicago, Iil. 
An Efficient Window Display Service for National 
Advertisers, in Chicago, and Surrounding Territory. 

“Window Displays That Sell Merchandise” 


NOTICE! 
The Western Display Service has been taken over by the Western 
Wholesale Drug Co., and will be operated as a department 0 
that concern. Address all inquiries to 
WESTERN WHOLESALE DRUG CO. 
SECOND AND LOS. ANGELES STS. LOS ANGELES, CAL. 
Att. Mr. Fred E. Ussher, Mgr. Window Display Service Dept. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 













CALIFORNIA 


ALL TOWNS 
Manufacturers’ Window Display Service 
for National Advertisers 
Campaigns with Steady Service a Specialty 


THOMPSON & PARMLEY 
1125 SENTOUS STREET, LOS ANGELES, CAL. 








CHICAGO 


Chicago Window Display Installation Service 
179 N. Wells St. Chicago, Il. 
An Efficient Window Display Service for National 
Advertisers, in Chicago, and Surrounding Territory. 
Associate of Window Display Installation Bureau, Inc. 











Ready. Yield on Dominating Diplays 

(Continued from Page 10) 
show strong inclination toward the mixed showing. 
“We encourage the idea of window displays with all 
of our dealers to the greatest extent,” declares a cloth- 
ing manufacturer. “We are firm believers in dressing 
windows with complete outfits; that is to say, we do 
not believe in having our dealers merely advertise our 
clothing. We believe that all accessories should also 
be selected and matched to the suit and shown in the 
same window, as it is then possible for the dealer to 
sell more matched units, thereby increasing his num- 
ber of units.” 

Equally pronounced in his oppinion is the sales 
manager of a tie manufacturer, who writes: “It seems 
to me that there is an obligation with every manufac- 
turer to give the problem of window an dstore display 
some thought along the lines of ctnirtbution to the 
dealer in the form of material. If everybody did this 
there would be no necessity for anyone designing 
material with a view toward not only featuring his 
own products, but those of other manufacturers as 
well. It is a very altruistic thing to do, of course, 
but it could hardly be expected that one manufacturer 
would spend his own money to support the other.” 

Installation Service—— Agrowing preference for 
display service was indicated in the replies. Eight 
of the ten manufacturers distributing through drug 
and grocery stores declared their faith in the profes- 
sional installers, a ninth was non-committal, and the 
tenth showed evidence of faithin intensive campaigns 
to assure dealer support through trade paper adver- 


jtising and saelsmen. Three of the houses using serv- 


ices were creating demand for their displays through 
missionary work by their salesmen. “Our plan is to 
have our sales representative book datings for ouh 
windows as he calls on the retail trade, displays being 
installed by different companies paid by us for this 
work,” says one respondent. 

“Our salesmen make it a point to sell the dealers 
on the value of displaying the product before we send 
out the material,” says one house not lusing installers. 
Other representative statements are : 

“To get retailers to request our displays we carry 
ona direct mail campaign to a selected list of retailers 
and in some instances have had newspapers to assist 
Us along this line. In addition to the specific requests 


of retailers, we have a number of displays installed 
on the Pacific Coast as well as in some of the larger 
cities of the East and Middle West.” 

“We usually leave it to the dealer to decide how 
many display pieces he wants to use. We have a 
dozen different cut-outs of various sizes and the as- 
sortment is usually decided between ou rsalesmen and 
the dealer.” 

“We are working now on a simplified set of three 
to five cards.” 

“In getting up a display, we build it around a sub- 
ject with human interest appeal. This is carried out 
in a large center panel, and we then build around it 
with six or seven attractive pictures.” 

“Our display is made up in three sections with one 
centerpiece and two sidepieces. This manner of print- 
ing enables the dealer to fit the display in any part 
or whole window.” 

“We have found that many druggists prefer to use 
the simple window screen advertising our goods, in 
which case they can use other advertising material in 
the same window.” 

“After a lot of experience with tire window dis- 
plays we have decided that the most effective which 
can be used and will be used by the dealer is a tire 
stand to hold the tire, and a tire center which can be 
varied in its message from time to time.” 

Promotional Material for the Dealer—The in- 
stance of panels advertising the druggists’ field alluded 
to earlier has a parallel in the policy of another manu- 
facturer, who declares: “We are now using a display 
which features a remedy for children. This sells the 
need of a remedy first and our product second. In 
other words, when a dealer thinks of this type of 
remedy and wants to put a display in we believe that 
he will be inclined to use our display material, not 
so much because it features our product, but because 
it will sell this class of remedy for him.” 





COLLEGE TO OFFER DRUG STORE DISPLAY 

The Indianapolis College of Pharmacy has just estab- 
lished a department of drug store display which will include 
window and show case trimming. This recognition of the 
budding pharmacist’s need for commercial training which 
goes far beyond acquaintance with drugs and therapeutics is 
an interesting commentary upon conditions in the drug field. 
Prescriptions today constitute a small part of the business, 
and, in the struggle for jobs, the freshly graduated collegians 
find knowledge of the store life and acquaintance with its 
requirements strong assets. 
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“You'll be Surprised”’ 


Send for our Catalog 
No. 35B, with our new 
net price list on com- 
plete line of Tee Stands, 
Draping Stands, Piece 
Goods Stands, Price 
Card Stands, etc. These 
supplied in either brass- 
covered, weighted bases 
at surprisingly low 
prices, nicely polished 
cast bases at still lower 
prices, and with strong 
sheet steel bases at 
prices you cannot resist. 








We have been making fixtures for many years, 
and all goods are guaranted to be well made and 
will give satisfaction. 


Revised price sheet, now in hands of printers, 
will be sent soon upon receipt of your request. 


You Want Fixtures of Best Quality at 
Lowest Possible Figure 


“WE WANT YOUR BUSINESS” 


J. B. Timberlake & Sons, Inc. 


JACKSON, MICHIGAN 
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Price Tickets and Display Cots 


We make them in all sizes with single borders, 
| double borders, and with gold bevel edges. 
Stock sizes, 6-ply white with two borders. 


Manufactured 


R. MARCHETTI & BRO. 


80 FOURTH AVENUE NEW YORK CITY 
SEND FOR SAMPLES 


| 134x234..75¢ per 100 3x5...... 90c per 100 
| es 75c per 100 4x6... ..$1.25 per 100 
$1.50 per 100 

| Other Sizes to Order 











Established 1916 
DAVID B. CHAMBERS 


41 West 35th St., New York, N. Y. 
JUST OFF HERALD SQUARE 


An Old Fixture House in a 
New Store 


WRITE FOR LATEST CIRCULAR 























STROKE BRUSHES WRITE 
FOR 


AND SIGN PAINTERS COPY OF 


Our Free Catalog No. 24 
DICK BLICK CO. 


BOX 437-D GALESBURG, ILL. 


FAMOUS MASTER 

















TNISPLAY FABRICS OF QUALITY 
for your SPRING WINDOWS 


WRITE US FOR QUOTATION ON YOUR NEEDS 
H. D. MENDELSOHN & COMPANY 
112-118 WEST 44th STREET NEW YORK, N. Y. 
When You Think of Fabrics Think of Us 
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Lavidiccd Trims Tenant Windows 


(Continued from page 66) 


dise, from perfume to radio sets, railway tickets t 
lingerie, demands versatility. A man may be very 
expert at making a window display for shoes, or for 
rugs, or for jewelry, but to be good at all of these js 
something else again. This is ability that calls fo, 
a natural gift and wide experience. Both qualifica. 
tions are represented in the person of John Cisski 
manager of the Metropolitan Building Co.’s windoy 
display department. Starting as a boy with Siege 
Cooper & Co., of Chicago, Cisski grew up on State 
Street, working from the bottom to the top through 
the window display departments of three of the 
street’s greatest merchandising concerns, and on going 
to Seattle some fifteen years ago, served for five years 
as display manager for a large popular department 
store of that city. Such training and experience in 
all lines of merchandise, together with a natural gift 
for a profession that demands a strong’ sense of 
rhythm, color and line and an eye for singleness of 
effect, were admirable qualifications for the post he 
has filled with such success, since its inception, with 
the Metropolitan Building Co. 

With shops and ground floor offices in seven large 
buildings to serve, Mr. Cisski’s workshop is a busy 
place, for with his three assistants he builds every 
property used in his displays. The department sup- 
plies all fixtures and materials used except the actual 
merchandise shown—draperies, backgrounds, furni- 
ture, flowers, vases, screens, cards—and all these are 
designed and executed in the department studio. With 
window clients ranging from continental transporte 
tion companies to handkerchief shops, Mr. Cisski’ 
resources and ingenuity are called upon for the widest 
possible range of ideas and presentations. The qual- 
ity of his work shows uncommon power of visualiza 
tion and skill in execution. The window displays ol 
Metropolitan Center’s shops of individuality are ofa 
high order. In the simplicity and effectiveness of 
their design they attract immediate attention and in- 
spire that confidence in the quality of the shops which 
comes of fine materials beautifully displayed. They 
have had much to do with the distinctive place this 
district enjoys among the notable shopping cet: 
ters of the country, in this respect achieving the put 
pose for which they were planned. That this is true 
is due in a large measuer to the discriminating tastt 
and artistic skill of John Cisski, manager of this 
unique service. 





R. S. BARNES ASSUMES NEW POST 
Royal S. Barnes, who for three years: has headed tht 
advertising department of the Davidson Bros. Co., Siout 
City, Iowa, has resigned to go with the Fantle Bros. depart 
ment store at Sioux Falls, S. D., where he will be sales 
manager in charge of advertising. He took. up new duti¢i 
at Sioux Falls, February 1. 


KENOSHA RETAILERS O. K. OPENINGS 
Kenosha (Wis.) retailers have approved spring and fall 
openings, according to the announcement of their new presi 
dent, Lewis Turner, who outlined his program in assumimg 
office recently. Two “Dollar Days,” a spring and fall ope™ 
ing and possibly a style show are the principal features. 
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“The Art of Draping”’ 


REGULAR PRICE, $3.00 








While Present Edition Lasts 
The Well-Known Koerber Book 


copy, get yours now 
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| 
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Thousands of copies have been purchased by — 

displaymen everywhere. If you do not have a g 
AT THIS GIVE-AWAY PRICE 

This book is a complete, modern and practical text and 

reference book on the subject of mercantile and display 





draping. It covers 

the subject thor- 

oughly, comprehensively and authoritatively, and is profusely illustrated with 
diagrams, pen drawings and photographs. 


The contents of this book is a revelation, as it comprises the experiences of 
a life spent in the execution of original and artistic display settings by the 
country’s foremost draping authority. 


It is written in a way to be of equal value to the student or professional. It 
tells you just what you want to know, just how to make the popular drapes 
so essential to modern display presentation, how to handle fabrics without 
injury or soiling, goes into detail on how to proceed, shows by diagram the 
various steps, and then illustrates the finished drapes by actual window 
photographs. 


















'. Substantial cloth binding, 128 pages—size, 74%2x10%. Order your co 
= CONTENTS naw. “Tt will prove tavatouble gen — pei or reference Pe 
SE art The Fundamentals of Draping. Remember that the opportunities in any specialized calling depend upon 
With Fixtures—What They. Are and Their one’s intimate knowledge of the art and skill involved therein. Draping is 
porta: Importance. a prime essential of modern window display embellishment, whether or not 
P kes = Records Are Kept in Display you have availed yourself of its ee = — own geen work, 
SSK] epartment. Therefore, endeavor to learn the principles of the draping art, because you 
widest Efficiency in Decorator’s Room. may be called upon at any time to incorporate it into your own work. 
’-aaall General Knowledge of Merchandise. Jerome A. Koerber knows his subject and imparts it intelligently, simply 
: The Structure of Drapery. and thoroughly through his book The Art of Draping. It should be avail- 
ualiza- Ornamentation of Drapery. able at all times for study and reference, and you can have your own copy 
avs of Importance of Color and Color Har- now at half price, only $1.50. 
ny ofa — eth Thousands of copies have been sold, and there is every reason to believe 

4 Chart of Colors and Combinations. that this book has been instrumental in the great revival of display draping. 
ess of —" Colors by Use of Color Every displayman-decorator will find the ownership of this book a profit- 
if < investment. 
nd Y Some Portinaat Abvice. able, educational and permanent investmen 
which Ereems to be Avoided. 
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Windowing Dressmaking Lessons 


A Live Model Designing and Cutting Exhibition in Which Employes 
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Take Part Awakens Profound Patron Interest 


By W. T. DUKER, Jr. 
W.T. Duker Co., Quincy, Ill. 


INCE the advance in 
popularity of ready 
to wear garments 
there has been a 
noticeable decline in 

dress making. But the flair of 
interest in factory made apparel 
has been checked to some extent 
by the trend toward dress stand- 
ardization. Individuality has had 
to bow to volume; the girl who 
craved smart styles perforce must 
yield to the necessity of buying 
just the same style, fabric and 
tailoring as the bulk of her asso- 
ciates—or find an outlet for her 
personal whims through the 
dressmaker. 

This situation, in some meas- 
ure, accounts for a renewed in- 
terest in home dressmaking, a 
fact we demonstrated in a recent 
window experiment which was 
surprisingly successful. 

One of the chief purposes of 
a dress-making demonstration is to show the feminine 
public how easy it is to make dresses. We found our 
live model demonstration a singularly fruitful means 
of accomplishing this. 

Any young lady in our employ who would consent 
to serve as a model was allowed to purchase a dress 
length of material at cost, to be “made up” by our 
alteration department without further outlay. As a re- 
sult we had no difficulty in securing plenty of girls to 
enter the window and have garments fitted on them. 
With the aid of the Pictorial Review, which, as usual, 
supplied us with a demonstrator, we were prepared to 
carry the experiment into effect. 


Our display window was arranged with a back- 
ground of drapery materials, a cutting table and a screen 
in one corner. A piece of cloth was laid out on the 
table with a Pictorial Review printed pattern, and cut 
from this pattern. The young lady appeared in the 
window in negligee with a kimona over her attire; the 
material was fitted to her and pinned by the woman 
demonstrator, and as she was covered with the material 
the kimona was dropped. She then left the window 
and paraded in the department, showing the dress. The 
demonstrator was very clever in using pins so that the 
dress fit perfectly, and, as a matter of fact, looked very 
much.like it was really sewed. Trimmings were pinned 
on the dress, producing the effect of a finished garment. 

The cutting demonstration was advertised in our 
windows at a specified time, and a large crowd gathered 











A Pattern Book in the Foreground Aids in Interesting the Home Dressmaker in These 
Woolen Drapes Shown Before a Tinted Velvet Setpiece—lInstalled by R. B. Cox, 
Display Manager, C. W. Klemm, Inc., Bloomington, Ill. 


at that hour each day. The.expense of the demonstra 
tion was negligible, as the patterns and demonstrator 
were supplied by the Pictorial Review Company and 
there was no expense in making up the garment, as 
these details were handled by our alteration department. 
A noticeable increase in sales of patterns and featured 
goods was evidenced, a brisk demand for the goods 
used in each cutting following the demonstration. 





What Display Contest Uncovered 


(Continued from page 41) 


that the display brought to them a large number of new, 
good prospects and feel confident that many of them will 
be turned into sales. =a 
J. C. Kaylor, Elizabethtown, Pa., says that “our display 
attracted a lot of attention resulting in a number of light 
plant prospects and the sale of a complete water system. — 
Geo. F. Wehmeyer, Staplehurst, Neb., placed in his et 
dow a simple but attractive display consisting of a 
engine, a large wreath and two posters. “It caused a great 
deal of attention,” he writes, “and has led to the sale of 
several ‘Z’ engines and a good many prospects for mort. 
“Results from our window have thoroughly demonstrated 
to us that goods well displayed are half sold. We not only 
sold the light plant shown in the window, as well as other 
appliances, but, better still, it was the means of getting 
several gilt-edge prospects whom we know we will sell. So 
write the Hub City Hardware Co., Inc., Alexandria, La. 
Rosenboom Bros., Chatsworth, Ill., were agreeably su 
prised at the sensation which their two windows cause® 
“Some sales were made and many good prospects, uncovered 
for the first time, were the results,” according to their lette’ 
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Spokane Window Show Revamped 


No Prizes Will Be Awarded and Judging Formerly in 
Vogue Has Been Discontinued 


By A. R. GODFREY 
Public Dir., Spokane Ass’n of Displaymen, Spokane, Wash. 


PRING expositions and window shows of the past 
will be eclipsed by the 1927 version now being 
planned by the Spokane displaymen under the 
auspices of the Retail Trades Bureau of the Cham- 

ber of Commerce. 

The window show will be called Spokane’s United Spring 
Exposition and will be held March 16 and 17. This is an 
annual affair that is widely known throughout the Inland 
Empire as well as Spokane. Thousands of people come 
downtown on the night when the windows are unveiled to 
see the wonderful displays of new spring merchandise. 

This year several changes have been made in the plans 
for the show. No prizes will be offered and no judging will 
be held to determine the best windows as in former years. 
This will make a lot of merchants feel more like entering 
the spirit of the exposition than before, because before they 
knew they didn’t have a chance to win a prize award. 

Another change is in the window poster to advertise the 
event. In former years each merchant who entered has had 
to buy and use a standard artistic window card to advertise 
the event. Now, however, the bureau is going to have the 
window cards printed in black and white and they will be 
given free to all who support the exposition. However, the 
merchant may furnish his own card to match his opening dis- 
play, the only stipulation being that it must have on it 
“Spokane’s United Spring Exposition.” 

A special noon meeting of the Spokane Display Club was 
held January 24 at the Crescent Tea Room to discuss plans 
for the coming exposition. Some exceptionally fine work 
has been promised by all of the fellows to make the show a 
real success. 





NEW DISPLAY CASE AND SIGN CATALOG READY 

One of the most complete quantity electric sign and win- 
dow display case catalogs produced for some time has just 
been issued by the Displawel Case Co., of 109 Wooster Street, 
New York City. Over fifty-five effective examples are illus- 
trated and described, in addition to the inclusion of a for- 
midable list of national advertisers who are purchasers of 
these displays. Many can be equipped with color lighting 
and flashers, while some are arranged on electrically driven 
revolving tables. A copy of the catalog will be sent upon 
request. 





TEXAS RETAIL MERCHANTS TO MEET MAY 23-25 

Dates for the twenty-seventh annual convention of the 
Retail Merchants’ Association of Texas have been announced 
as May 23, 24 and 25, at Port Arthur, according to announce- 
ment of Adolf Grasso, secretary. 

The annual meetings of the Associated Retail Credit Men 
of Texas and the Texas Retail Secretaries will be held in 
conjunction with the retail merchants’ conclave, it was an- 
nounced. Rebert Stern, of the A. Harris department store, 
Dallas, is president of the Credit Men, and Miss Lucile Self, 
of Brownwood, is secretary of the secretaries’ body. 





CORNELL SEES BONWIT TELLER STYLE DISPLAY 
_ Bonwit Teller & Co., of ‘New York City, staged an ex- 
hibition at Cornell University late in January. Exhibition 
rooms were on the edge of the Cornell University campus, 
near the girls’ dormitories. New fashions and accessories for 
women and misses were featured, and the rooms were kept 
open until nine o’clock. 





COMMUNITY CHESTS ENLIST DISPLAYMEN’S AID 

Opening of the Community Chests’ campaigns in San 
Francisco and Spokane were preceded by fervent appeals on 
the part of the executives for the aid of organized window- 
men. Speakers appeared at club meetings in both cities and 
Dleaded for support. The clubs readily agreed to help. 
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“Thirty Shades in 
High Quality 


Art Poster Board 


Highly Adapted for 
Speed in Both Pen 
and Brush Work. 


Jend for Sample Folder 


cnestFNT) Bryn 


-we announce the addition of 
our new STARBURST LINE of Poster 
Boards in Six Stunning New Colors 


CHICAGO sx COMPANY 


S66 W. WASHINGTON BLVD. CHICAGO 
Originators of New Colors and Finishes in Poster Boards- 








WOLD AIR BRUSHES 





Wold Air Brush Mfg. Co. 


2173 N. California Ave., Chicago, Ill. 














Send 2c for Sample Tube NEW WOLD LAMP BLACK 








KINNEAR vicos ccrunce 


19 East 15th St., New York City fae sae 


SEND FOR CATALOGUE BACKGROUNDS 




















SPECIAL a 1¥ 
FEATURES | fi Hemmer Neon 


FOR Waves, Falling Snow, Rain, Volcanic Erup- 
tions, Fire Lightning , Flowing Lava, Birds, 


WINDOW Sireopticons, Sloane, Splits 


DISPLAY Bunch Lights and Window 
LIGHTING |_4& 2a éntisca 217 silfove 


DECORATIVE PAPER 
AND CARDWRITERS’ SUPPLIES 











BECKER SIGN SUPPLY CO. 


Baltimore and Front Sts., Baltimore, Md. 
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DISPLAY CLUB 





CHRONICLES 











INTERNATIONAL ASSOCIATION NOTES 
Bulletin by W. L. Stensgaard, President 

The plans for the thirtieth annual I. A. D. M. convention 
are now well under way and this convention will be held at 
the Statler Hotel, Detroit, Mich. June 13 to 16, inclusive. 
Lothar F. Dittmar, display manager for the Kern Dry Goods 
Co., of that city, was appointed convention director, and all 
local members of that club are actively engaged in making 
arrangements for one of the largest and best conventions in 
the history of this organization. A greater portion of the 
exhibit space covering two entire floors of the Statler Hotel 
was sold manufacturers of display equipment within one 
week after the floor plans were released by L. A. Rogers, 
secretary of the I. A. D. M. 

Educational and entertainment features are being ar- 
ranged for that will excell all previous undertakings. A boat 
has been chartered for Monday evening’s entertainment, and 
it is probable that a trip will be arranged to the Canadian 
side for Tuesday evening, and a large banquet is arranged 
for Wednesday evening. The Detroit Club will leave nothing 
undone, and the hundreds who attend this convention an- 
nually may anticipate no disappointments. 

The president of this organization has appointed a com- 
mittee, consisting of capable display managers in various 
lines of business throughout the United States, to correct, 
revise and bring up to date all rules and classifications in 
the I. A. D. M. photo contest. Dan Hines, of the Stewart- 
Warner Speedometer Corporation, was appointed chairman 
of this committee. This is without doubt the largest window 
display contest in the world and receives upwards to 5,000 
entries in all classes of merchandise each year. These new 
revisions will bring it up to date and no doubt make the 
contest even more interesting. 

A questionnaire was mailed all members recently ask- 
ing for information concerning various types of manufac- 
turers’ display helps received by these stores. From these 
replies the association will compile statistics that are in- 
tended to indicate to the national advertiser what kind of 
helps are received, what percentage are used, what improve- 
ments are suggested, etc., from the class of stores which 
employ professional displaymen. It is felt that by giving 
the national advertiser this information it will enable him 
to improve very materially his display helps and thereby gain 
greater use and circulation of same. Hundreds of replies 
have already been received, indicating without doubt that 
the statistics to be compiled from this questionnaire will be 
very interesting and valuable. 





PORTLAND, ORE. 
By Olave Ralph 

The first authentic information regarding Portland’s 
Spring Opening was given to the displaymen at our noonday 
luncheon, February 7. We appreciated the fact that the 
Chamber of Commerce was willing to cooperate with us. 
Their committee in charge of arrangements for the 1927 
Spring Opening met with us to explain all of the details 
and give .us some worthwhile ideas. The dates set for the 
opening will be March 18, 19 and 20. 

Mr. Long, of Liebie’s, announced that all of the windows 
would be unveiled at a given hour, making the showing more 
effective. He also announced that there would be a fifty 
dollar prize for the best design submitted for a Spring Open- 
ing poster, and an invitation had been extended to all artists 
of the city to participate in this contest. This card is to be 
used in front of the curtains, so that when they are drawn 
people will not get the impression that the city is in mourn- 
ing. The public has learned to expect light and beauty in 
the show windows and a drawn curtain certainly creates a 
depressing effect. 

Mr. Ross, of the Chamber of Commerce committee, said 
that they had come to our luncheon to consult the displaymen 





When Amsterdam displaymen celebrated their first birthday, 

A few officers and artists: No. 4 is J. Alter, club treasurer; 

No. 13, M. J. Klawer, club president; No. 15, J. Brommet, 
secretary of the Dutch Display Men’s Association. 


on what methods should be used to bring the public to our 
opening, also to get our ideas on kindred subjects so that 
they might give us 100 per cent cooperation. 

Mr. Hopkins, merchandise manager of Olds, Wortman & 
King, had a few ideas from Seattle to give us, but he found 
we were going so fast that Seattle would have to sprint 


some to keep the pace. He was sure the interest shown here 


would make our Spring Opening a great success. 

Now for our educational demonstrations. Mr. Averill, of 
Meier & Frank Co., gave us a very neat, effective scarf trim 
in just three minutes. Time was what counted in this demon- 
stration and we learned how to speed up and still keep our 
trim attractive. One of the fellows brought up a spring 
coat with a fur collar, and Mr. McMullen, of the Eastern 
Outfitting Co., was asked to give us a three-minute demon- 
stration on coat draping. Everything was going along 
smoothly until Mac tried to shake the fur and make it look 
like a million dollars. The fur happened to be cheap and 
stubborn and refused to do its duty. This stirred up the 
Irish wit in Mac and he casually remarked that this fur must 
be real Australian mule. “Take your seat,” said Bert Cultis, 
“T’ll show you how to drape that coat.” “Go to it,” said 
Mac; “you must be used to handling that stuff.” Then the 
fun commenced. A free-for-all demonstration. It seemed 
that every fellow in the club wanted to show the other fellow 
just how to do it. Some of them became so interested in the 
draping that they forgot all about the three minutes, and 
we would have to call time. Those of us who watched this 
performance had the pleasure of seeing the coat draped in 
about fifteen different ways. We learned a lot and got a big 
kick out of watching the fur fly. P. G. Neville, of Neville’s 
School of Applied Arts, brought several of his pupils to this 
meeting so that they might study the different styles of dis- 
play. One thing is certain: they took a great interest in the 
coat draping stunt, and when they finally become full-fledged 
displaymen they will fully understand the “How, Why and 
Wherefore” of modern display. 





CHICAGO 


Monday evening, February 7, was the occasion of Chi- 
cago’s annual stag meeting held in the studio of the Schack 
Artificial Flower Co. One of the features of the eveniig 
was election of officers and the balloting resulted in the 
elevation of J. H. Richter, display manager of The Fait 
Store, to the presidency. He succeeds W. L. Stensgaard, 
who held the post during 1926. 

Joseph H. Marshall, display manager for the Boersma 
Co., South Chicago, was named as first vice-president. Mat: 
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shall has established a reputation as an outstanding crafts- 
man in display contests and has been equally diligent as a 
club member. 

Dallas Schultz, Joseph Spiess Co., Elgin, Ill., was chosen 
to succeed himself as secretary, and H. Callinter was named 
for treasurer. 

During the evening talks were made by Mr. Stensgaard, 
L. A. Rogers, J. Duncan Williams and others. About fifty 
members were in attendance. 

A buffet luncheon was served by the Schack Studios fol- 
lowing the election and program. Entertainment of the 
evening consisted of a trio of singers and a jazz band com- 
posed of displaymen connected with the Sol Fisher Display 
Service. 





NEW YORK CITY, N. Y. 
Reported by J. T. Chord, Secretary 


The last meeting of the Metropolitan Display Men’s Club 
was held on Monday, February 14, at The Kenmore, 292 Fifth 
Avenue, New York City. 

J. G. Waters, chairman of the membership committee, 
reported the progress of the committee and demonstrated the 
fact by proposing the following men for election: Philip P. 
Andre, Brill Bros.; Peter B. Brown, Brill Bros.; Frank 
Muccio, Ilson Co., Brooklyn; Edward Parent, Levy Bros., 
Elizabeth, N. J.; H. L. Stump, F. T. Woodhull, Elizabeth, 
N. J.; Samuel R. Urbont, Saks’ Fifth Avenue, New York 
City; Leo Werthman, Goerke Co., Newark, N. J.; W. Wein- 
trub, Levy Bros., Elizabeth, N. J. 

The annual banquet and ball of the club will be held at 
the Commodore Hotel on April 2. The program committee 
has obtained the use of the West Ballroom, together with the 
famous tavern room. 

The suggestion of a Metropolitan Display Week was 
made and outlined. Mr. Quantrell, of Men’s Wear, was in- 
troduced, and gave a very interesting talk on “Better Men’s 


- Windows.” 


The well-known fact that women’s wear windows are 
always more attractive than men’s displays was emphasized. 
Reasons were asked for, and several cases of carelessness on 
the part of displaymen were cited. 

J. M. Yost, representative of The Dry Goods Economist, 
and also a member of the club, gave a talk on “Individualiz- 
ing Windows.” Several methods of securing individuality 
were explained. 

Herman Frankenthal, of B. Altman & Co., was elected 
chairman of a special committee to arrange for the details of 
Metropolian Display Week. Mr. Frankenthal appointed W. 
F. Wehner, George Rooney, J. Hamburg and H. Littell to 
serve on the committee. 

They will endeavor to obtain the cooperation of the vari- 
ous civic organizations, such as the Fifth Avenue Associa- 
tion, Thirty-Fourth Street Board of Trade, Forty-second 
Street Merchant and Property Owners’ Association, etc. 

These associations will be asked to circularize their mem- 
bership, informing them of the plan and asking them to co- 
operate. The association members in turn are expected to 
have their display managers carry out the scheme in their 
best possible manner. 

H. Dougherty, retiring president, installed the officers, 
who are: President, J. Jaffrey, Display Service Co., Brooklyn; 
vice-president, J. P. Northrup, McCormick’s, Brooklyn; 
treasurer, W. F. Wehner, Brill Bros.; financial and record- 
Ing secretary, J. T. Chord, display director of J. C. Penney 
Company. 4 


DAYTON, OHIO 
Reported by Everett W. Quintrell, President 


Two meetings were held by the Dayton Association in 
February, the first, on the 8th, being our regular dinner 
gathering, the second taking place on the 22d. 

At the meeting on February 8, Frank Schnebly, of the 
Bert L. Daily studios, chairman of the art committee, told 
of the part that the displaymen are to take in municipal 
art week. Shields have been donated by Allen Barber and 
these will be lettered and distributed throughout the city. 
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Brooks H. Harmon, secretary of the Retail Merchants’ 
Association, was the guest of honor. 

Mr. Quintrell appointed the various committees to serve 
during the coming year. They are as follows: Membership, 
Frank Schnebly, chairman; Allen Barber and Lester Gang- 
luff; entertainment, Charles Andres, chairman; B. A. Bloe- 
mer and Al Kieve; convention and special displays, Richard 
Meyers, chairman; Claude Gehring and E. O. Glander. 

We took an active part in the arrangements for Dayton’s 
first Municipal Art Week, which was sponsored by the Day- 
ton Chamber of Commerce, who appointed a permanent execu- 
tive to hold such an event each year, beginning with the 
present one being held this week. 

On that committee four window displaymen were appointed 
from the local association, of which Frank Schnebly was 
made chairman, assisted by F. O. Glander, Claude Gehring 
and the writer. It was the duty of this sub-committee to 
work with the executive committee to carry out plans and 
arrange for window displays during this event. 

The committee, with the cooperation of the displaymen, 
produced some wonderful windows which are on display at 
present and also donated shields and flags to be placed on 
all lighting posts on Main Street. 





OMAHA 
Reported by Frank, Fiala, Secretary 


Election of officers for 1927 was the feature of a recent 
meeting and resulted in the choice of the following slate: 
President, C. G. Gideon, Hayden Bros.; vice-president, J. 
Bowan, Kresge Co.; secretary-treasurer, Frank Fiala, 
Thompson-Belden & Co. 

We continue to hold our meetings at the Rome Hotel 
every Wednesday at twelve o’clock and they are spirited 
gatherings. While still working on plans for our “Week of 
Wonderful Windows,” all of the preliminary work has not 
yet been completed and it will be impossible to announce 
full details for the next few days. 

The club is still “going: strong” and we hope to be at the 
Detroit convention with a 100 per cent delegation. 





OKLAHOMA CITY 
Reported by C. E. Batchelor, Publicity Manager 


We just want you to know that the sun is still shining 
down here in Oklahoma and that we are now bringing in a 
new oil well about every five minutes—more or less. 

The Oklahoma City Club at the weekly meeting Thursday, 
February 20, elected the following officers for 1927: Presi- 
dent, Fred Powers, Rorabaugh-Brown’s; vice-president, L. 
L. Wilkins, Kerr Dry Goods Co.; treasurer, J. H. Schwein, 
Barth & Myer; secretary, Harold L. Braudis, Harry Katz, 
Inc.; publicity manager, C. E. Batchelor, Pettee’s. 





DECATOR, ILL. 
Reported by H. D. Barber, Secretary 


A very successful meeting of the Decatur Display Men’s 
Association was held Monday evening, February 21, at the 
Elks’ Club with sixteen members in attendance. 

At the conclusion of the supper the business session was 
begun, one of the major subjects being the Spring Style Show 
to be held March 9, 10, 11 and 12.: W. D. Sneller reported 
that the ornamental street lights were to be decorated with 
southern smilax and colored lights used in the centers. 
Through cooperation with the local association of commerce, 
plans were laid to have this done. An unusually large at- 
tendance on Wednesday evening is expected. d 

Election of officers for the current year resulted in selec- 
tion of K. W. Bailey, with Bachrach’s, as president and re- 
election of H. D. Barber as secretary-treasurer. 

' Regular meetings on the first Monday in each month 
were approved and these will be held in the Association of 
Commerce rooms. 

A. C. Green, Kansas City, was a visitor and gave some 
good ideas in regard to maintaining a stable organization. 

Ralph Mason, our retiring president, has resigned his 
position with Bright Bros. to assume charge of the windows 
for Owens, Inc., Rockford, Ill. Ralph has been and always 
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-156 Pages 


And All About Signs and Show Cards in 
the Big Spring Special Issue of 
SIGNS OF THE TIMES 


READ THESE FEATURES 


“Show Cards as Factors in 
Selling Gas Service” 


—By RAY MARTIN 


“Vassos Breaks Art Rules 


and Wins” 
—By R. E. BRENNER 


“National Advertisers Find- 


ing Profitable Use for 
Show Cards” 


—By C. T. FRYKMAN 


“Development of Color 
Sense” —By C. T. MARTIN 


“Need is for More and Better 
Artists” 


—By E. THOS. KELLEY 


“Principles of Perspective” 
—By MANUEL ROSENBERG 


“Show Card Contest” 
“Simplicity in Posters” 


—By CHARLES TAKACS 
ALL WELL ILLUSTRATED 


There is an abundance of good material in SIGNS OF 
THE TIMES every issue for the card writer. Your 
subscription sent in now will bring you SIGNS OF 
THE TIMES for 1927 starting with the big March 
issue of 156 pages. USE BLANK BELOW NOW. 


SIGNS OF THE TIMES, Cincinnati, Ohio 


Headquarters for Literature on Show Cards and Signs 
SUBSCRIPTION ORDER BLANK 
SIGNS OF THE TIMES, Cincinnati, Ohio. March, 1927. 


Enclosed find $3.00, forxwhich send me SIGNS OF THE 
TIMES for one year. ($3.50 in Canada.) 
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will be a live wire and the whole organization votes more 
power to him. Walter Masterson, formerly with the Linn 
& Scruggs Dry Goods Co., moves over into his old berth, 





EVERETT ADVERTISING AND DISPLAY CLUB 
Reported by R. R. Swalwell, Secretary 

Inasmuch as there have been no meetings of our club for 
some weeks past, due to the holiday rush followed by in. 
ventory, etc., there was nothing of importance to report, but 
we are now back into the swing and spirit of things and have 
a real live program lined up for spring activities. 

In order to stimulate interest and get worthwhile turn- 
outs at meetings every two weeks, we intend to make “educa- 
tion” the one big feature of our club. At each meeting we 
will arrange to have a principal speaker on topics of interest 
to retail men, window display demonstrations, proper store 
and window lighting, etc. Our important activity at the 
present time is that of putting over “Everett’s United Spring 
Opening.” This will open on or about March 23 and run 
for three days. The merchants are lending their hearty co- 
operation, and, according to news gained from the committee 
in charge of this work, this will be even a greater success 
than our last fall opening. Airplanes will be used to adver- 
tise the date, etc., fireworks and bombs will be set off ata 
given hour on the night of the opening, at which time all 
windows will be uncovered. Fuses will be used to light the 
main streets; three bands will parade in different business 
sections in an effort to keep the people on the move. Floats 
and auto parades will be the feature on one night; a style 
show in our local theatre is being considered for all three 
nights. Merchants will display prizes in their windows which 
are given away to the holder of the number corresponding 
to that attached to the prize; these numbers will be dis- 
tributed on the street or to the home. All in all, we plan 
a real, live wire spring opening, one which will stimulate 
business for everyone. The expenses for an event of this 
kind are met by the merchants, being pro rated on the basis 
of so much per front foot. 





SALT LAKE CITY 

“Bosses’ Night,” our most recent celebration, gave us an 
opportunity to bring our employers to our gathering and to 
show them the efforts which we are putting out to increase 
our efficiency. As a preliminary to the pyrotechnics, we set 
them down to a splendid supper, and, when the warmth and 
friendliness which this array of good food had induced had 
been generated, opened up our program. 

“The Evolution of Window Display” was the first subject, 
and it produced a number of interesting talks. First came 
D. J. Lang, of Zion’s Cooperative Mercantile Institution, fol- 
lowed by D. J. Murphy, Auerbach’s Dry Goods Store, and 0. 
D. Coughlin, Walker Bros. Dry Goods Co. The next item 
was a demonstration of trimming for men’s clothing by 
Howard Lang, of the Paris Co., and finally there was 4 
demonstration of yard goods displays handled by our presi 
dent, W. R. Ashby, of the Zion City Cooperative Institution 

We feel highly elated over the results of this gathering, 
not only because of the interest which our membership found 
in its details, but because of the outpouring of merchants 
who came at our invitation. Our most sanguine hopes wert 
exceeded by their numbers, over one hundred embracing the 
opportunity. 





SAN FRANCISCO, CAL. 
Reported by Milton Bornstein, Publicity Director 

February 14 saw a meeting of the Northern California 
Association devoted chiefly to business. President Fred 4 
Gross presided. 

Secretary E. Q. Wilson brought his files, etc., to the meet 
ing then left immediately for the hospital, where his brother 
was operated on for appendicitis. In his absence the writer 
took the minutes of the meeting. 

Letters and communications were read and discussed. 

Convention Director E. M. Sanborn took the chair a0 
read questions and answers that were submitted at the Pa- 
cific Coast Association’s convention. This was very interest 
ing, and a certain amount of time will be taken at each mett- 
ing for questions and answers. 
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I Execute Most of My Work With Pen 


In Thts Fashion I Can Turn Out a Large Volume Quickly With 
Full Assurance of Smooth and Symmetrical Finish 


By C. WALTER JOHNSON 
Display Manager, Dickson Ives Co., Orlando, Fla. 


INE-TENTHS of the cards which I use in 

my store work are executed with pens. 

The reasons are obvious. The average 

interior card is small and neatness and 

clarity are its chief requirements. With 

the certainty which the pen gives, artistic boards can 

be turned out speedily—much faster than by brush— 

and with the assurance that the product will exhibit 
good taste. 


Small cards may be penned for the window with 
facility. While lacking some of the artful flourishes 
possible with the painted card, this deficiency is com- 
pensated by the attention which the unusual technique 
creates. 

For my interior cards, I use seven by eleven-inch 
boards in neat card holders while for the windows I 
choose a quarter-inch stock, eleven by fourteen inches, 
usually in dark colors. These are lettered in bright 
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A Group of Window Cards in Pleasing Style Which Illustrate Mr. Johnson’s Versatility 


inks. The interior boards are white with black let- 
tering. 

At the last displaymen’s convention I received hon- 
orable mention in the Esterbrook Pen contest. 

Some of my window cards are based upon stocks 
which ordinarily receive little attention. An instance 
is a lilac stock in the size to which is alluded above. 
This was lettered in black with white outlines, and 
you may be sure worked nicely with the light fabrics 
which it advertised. My favorite board is a dark blue 
or black, which is used as the carrier for a white script 
bordered in dull gray. Another interesting combina- 
tion is a pale green card lettered boldly in black and 
set off by faint white outlines. In the small counter 
card shown in the center of the lower group of my 
illustration, I am giving contrast with the window 
type. This card is a departure for me, being executed 
upon dark stock. 
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E. B. Curl finds no flaws in the stocky window, and in his 
own versions gives them enough attractiveness to insure at- 
tention for all his merchandise. As display manager for 
Richmond Bros. Co., Youngstown (Ohio) store, price, con- 
struction and materials are given play effectively. 





J. T. Erskine, present display manager for the Davidson 
Bros. Co., Sioux City, Iowa, recently installed a group of 
interesting spring opening windows. He succeeded J. F. 
Green in this post. 





Leslie J. Bell,- in charge of windows for Hamilton’s, 
Albany, Ore., has just produced a group of seasonal displays 
that register his knowledge of art and his ability to combine 
it with sales power. A recent hosiery window was remark- 
able for the white-plumed wax figure which sat enthroned in 
the midst of the goods shown. 





Among the shoe displaymen of the south, T. Willard 
Jones, of the Phelps Shoe Co., Shreveport, La., holds high 
position. In variety he finds a constant means of interest, 
and provides his public with an unfailing stimulus to interest. 





R. K. Henry is .rapidly making a place for himself 
through the work he is doing for Efird’s Department Store, 
Charlotte, N. C. For a city the size of this Carolina center, 
Mr. Henry’s productions are remarkable, and in their detail 
and execution compare favorably with the best in the country. 

Among: the displays recently placed by W. A. Bergy, 
Schroder Bros., Battle Creek, Mich., are a number of grocery 
exhibits which rise to-high standards of excellence. As such 
windows are comparatively rare with department stores, 
Bergy is setting a mark that his colleagues in other towns 
can well afford to attempt. 





Robert Gatliff continues to create public interest in his 
displays for the Knight & Wall Co., Tampa, Fla. A sporting 
goods trade magazine recently carried an account of his 
work in connection with a showing of his windows. 





C. J. Messersmith, who-has charge of advertising for the 
Maxwell Hardware Co., Oakland, Cal., comments enthusiasti- 
cally over the increased space which The DISPLAY WORLD 
is giving to hardware. 





Jack Snedden, display manager for Davis & Brooks, 
Sharon, Pa., was one of the committeemen who had charge 
of the recent highly successful “Cupid’s Ball” for the Sharon 
Association of Display Men. 





Completion of remodeling at the Herpolsheimer Store, 
Grand Rapids, Mich., gives Display Manager John T. Mackey 
better lighting and display facilities. 





In addition to serving as display manager for R. J. Hurd 
& Co., Spokane, Wash., V. E. Linden is president of the 
Spokane Club and a contributor to several magazines. One 
of his windows is shown in the March Display Review and 
Ideas page. 





Celebration of the diamond jubilee of the Joel Gutman 
Co., Baltimore, Md., brought a heavy task to the shoulders 
of Thomas J. Mardaga, the company’s display manager. 





The Edward Malley Co., New Haven, Conn., has been 
celebrating its diamond jubilee and made good use of its 
windows in creating public interest. Thomas E. Mathews is 
the display manager. 









Drapes and Grill Work by Harold Engert, Boston Store, 
Ft. Smith, Ark. 


“Civil service” prevails at Franklin Simon & Co., New 
York City, and, in consequence, when Edward Munn, display 
manager, departed to accept a position with the Davison- 
Paxon-Stokes Co., Atlanta, Fred Doscher, who had been in 
the display department for a number of years, was in line 
for the vacancy. President Simon confirmed his appointment 
and he has made a pleasing ‘beginning of his new duties. 





Ray Williams has just assumed charge of displays for 
Cohen Bros. at Jacksonville, Fla. This store installed a 
full set of new windows during the fall and now boasts one 
of the finest fronts in the south. 





Dorrell C. Sullivan, display manager for the past four 
years for Schuette Bros. Department Store, Manitowoc, Wis., 
is now with the Schunk Co., Milwaukee, in the same capac- 
ity. He began his new duties on March 1. 





P. L. Cox, formerly with the T. Eaton Co., Toronto, and 
more recently with the Newcomb-Endicott Co., Detroit, is 
now in charge of displays for Kline’s, Detroit. 





C. McSorley, formerly of Saginaw, Mich., has succeeded 
V. E. Nelson as advertising and display manager for the 
Dessauer Bros. Department Store, Fort Wayne, Ind. 





A. G. Munroe has been appointed on the new Contest 
Rules Committee of the I. A. D. M. He is display manager 
for the Schuneman & Mannheimer Store at St. Paul. 





William Edstrom, window manager for the Boxrud Co., 
Red Wing, Minn., has no sympathy with the small-town dis- 
playman who feels that he can not successfully compete with 
the “big city man” in display contests. So hard has he 
worked, and with such success, that he won nearly three 
hundreds dollars in prize money during 1926. 





Opening of the new building of the Diamond, Charleston, 
W. Va., Department store, was signalized by a group of 
beautiful windows produced by Display Manager Tom E. 
Lynn. 





Work on the new Levy Building at Jacksonville has been 
started and the foundation is now going in. By next Sep- 
tember the firm expects to be in its new home, at which time 
Display Manager R. C. Balzer will have a much more im- 
posing chain of windows than now is under his control. 





D. Morgan Gilmour, operating an advertising agency at 
1802 East Cervantes Street, Pensacola, Fla., is planning the 
addition of a window display service department to serve 
national advertisers. 
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SHOW CARD OUTFITS 


THE SHOWCARDER supplies the inex- 
perienced with the newest up-to-date 
materials in stencil form for lettering 
signs, price tickets, streamers, banners. 
No complicated scaling systems, no un- 
necessary weight. Patented March 16, 
1926, Adopted by leading chain store sys- 
tems to replace cumbersome, old-style 


outfits formerly used. ‘‘Paid for itself 
many times over.” “Turns out signs as 
good as a professional.” “Easily surpasses 
my old outfit in style and speed. I get 


duplicate orders for signs without ever 
cn for them—thanks to my Show- 
carder.” Folder explains everything. Write 


for. SHOWCARDER, INC., 
2300 University Avenue, St. Paul, Minn. 


WANTED 
Salesmen selling fixtures to carry 
a well-advertised line of Va- 
lances and Drape Shades. We 
are an old established house 
manufacturing our own lines. 
Our liberal commission arrange- 
ment should insure a substantial 
increase in your present income. 
Write full information as to ter- 
ritory now covered and lines sold. 
All replies will be held strictly 
confidential. 


The National Decorative Company 
5 Hudson St., Camden, N. J. 











Displaymen, Display Services, Salesmen 
and Selling Agencies, we have a very at- 
tractive proposition to offer in the handling 
of our complete line of quality window 
display and store equipment. Further par- 
ticulars and copy of new Catalog “G” upon 
request. The Cincinnati Show Case & 
Display Fixture Works, 232-240 Main St., 
Cincinnati, Ohio. 














FOR SALE—See illustration, page 69, Feb- 
ruary Display World, of the heavy fleece- 
lined Jersey cloth window sock for deco- 
rators. 75c pr., $4.25 half doz., $8.00 doz., 
postpaid. An elastic band is taped and 
sewed in the top. Patented May 20, 1924. 
Fits over any shoe. Order by size shoes 
worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Cal. 








WINDOW DRESSERS 


EASILY ADD MANY $$$ every month to 
their incomes by putting up our GENU- 
INE GOLD LEAF WINDOW LETTERS, 
Script signs, etc., which are mounted on 
our special high grade tin foil. Our letters 
remain in perfect condition for years. 
Every store and professional man a pros- 
pect. BIG PROFIT. No capital or expe- 
rience required. A permanent business 
for anyone. Send for literature, prices 
and free samples. 


CONSOLIDATED SIGN LETTER CO. 
6-9 W. Van Buren St., Chicago, Ill. 


Forms for the Opportunity Exchange 
APRIL ISSUE 
Closes Monday, April 11 
$1.50 Per Column Inch 
Cash With Order 











SHOW CARD OUTFIT 


Complete with book of instructions and 
alphabets, brush, pens, colors and inks. 
Sent postpaid for $2.00. 


RETAIL SERVICE COMPANY 
489 Fifth Avenue, New York City 

















Get Ideas from Actual Photos of Striking 
Displays—Surplus glossy prints (large and 
small) at a reduction: 10 for $1.50; 25 for 
$3.00; 40 for $5.00. No two photos alike. 
Buy latter quantity and I’ll include two 
issues of the Window Display Reporter, 
tabloid magazine describing 70 good trims. 
My stories appear in leading trade papers. 
ERNEST, A. DENCH, Ho-ho-kus, N. J 











VACANT POSITIONS WANTED 
FOR COMPETENT DISPLAYMEN 
If you are in need of a displayman or cardwriter, or know of a 


vacant position of this kind anywhere, get in touch with the 
Employment Register, The DISPLAY WORLD, Cincinnati, O. 


We have on file applications for positions from displaymen 


, 


assistant displaymen and cardwriters. Tell us your needs and we 
will refer you to applicants who can fill the position satisfactorily. 


This Service Is Rendered Without Cost 
Employment Register, The DISPLAY WORLD, Cincinnati, O. 











Jottings from Near and Far on Merchandising and Display 


NEW SKYSCRAPER STORE TO RISE IN NEWARK 
A sixteen-story building with basement and two sub- 


basements will be begun shortly by the L. Bamberger & 


Company, Newark, N. J., it has been announced. This huge 
structure will be the last word in retail facilities and will 
offer every feature of up-to-the-minute building construction 
and store conveniences which have been evolved. 

Among the innovations will be an auditorium with a 
seating capacity of six hundred, fur storage vaults, a huge 
electrical generating plant, an ice manufacturing plant, and 
a hundred thousand gallon water reservoir. 
lacilities will keep pace with the improvements shown in 


New display 


the remainder of the building. J. J. Cronin, long identified 


with the organized display movement, has general supervision 
ot these windows and will undoubtedly gain a great deal of 
Increased space through the huge expansion. 





FOREIGN FLOWERS HIT BY TARIFF INCREASE 

Ninety per cent duty on artificial flowers which has been 
‘stablished ‘by a new treasury rule will do much to bar out 
shipments of products sold in large quantities in five-and- 
ten-cent stores. 


This represents an increase of over one- 


cottons. 


half over the previous duty. The result of this action ought 
to greatly stimulate American production. 





KINNEAR CHAIN BUYS FRANKFORT STORE 

The Kinnear Stores, Inc., Frankfort, Ind., recently pur- 
chased the Boston store of A. Anspach and took control of 
the business. The stock will be closed out shortly. In making 
the purchase the Kinnear chain obtained a long-time lease 
on the Becker Building, formerly occupied by the Hertz Dry 
Goods Co., and has started remodeling the building for the 
department store they will operate. 





particular favor. 
plaids was noted. 


GROWING INTEREST IN STYLE ELEMENT SEEN 


Merchants from the rural districts are manifesting a 
growing interest in cottons of a fashion type, according to 
A. G. Hintze, of the Retailers’ Commercial Union, which 
held its buying convention at the Palmer House, Chicago, 
recently. Tissues, ginghams and printed voiles were shown 
Among voiles, a tendency toward large 
Fast-colored prints were other popular 
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will laugh at it, too. 








The Set That Won Instantaneous Popularity! 
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The Hugo Re- 
versible Display 
Set 700 A adds to 
your windows the 
“quality touch” 
that increases 
y by their sales power. 
nont, 
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Boost Your Spring Sales 
through the Lure of Artistic Display NOTE: Display Set 


700 A may be had in 










ET the most out of the Spring Season by displaying one side Gold and one side Blue. The Three-fold Re- various heights at 
\J your merchandise to the best possible advantage. | versible Panel is also covered with the same material. additionalcost. Prices / 
You will be surprised at the EXTRA PULLING By reversing the Tops you get a complete new “color quoted on request. 


POWER of your windows when they are dressed with dress” for the entire set, or you may remove the re- 





the Hugo Reversible Display Set 700A. One of the versible tops and build your display on the wood tops. on 
biggest aids ever offered to the window dresser. Practi- BEAUTIFUL METALLIC FINISH.—The standard Use 
eetmiversal in use—appropriate for Lingerie, Hand- finish for tops and all exposed parts of woodwork is the rd Bhs g 
Sakae + oe Toilet Articles, Leather Goods, Haber- Charles Hugo Metallic Finish (Patent pending), a beau- a This 
y, Shoes, Glassware, Silverware, etc., etc. tiful vari-colored effect, particularly attractive at night ag 
THREE COLOR CHANGES.—The Extra Reversible when used with spotlights. Harmonizes with merchandise Ps Coupon 
Tops for Plateau, Display Tables and Display Fixtures of any color. Where desired, we furnish this set in al 
ate covered with a fine quality metallic brocade cloth, natural wood finishes. Ps Toda y 
Set includes: Three-fold Reversible Background Panel, 37 x 32 inches, . 
of 3/16 inch Ailon wood, with detachable Panels; background frames vad os Station, Ean. 
with hinges and silk for holding Panels; Plateau, 36 x 60 inches; Dis- a F = York Cit ’ 
-_play Table, 36 x 26x10 inches; Display Table, 28x 17x8 inches; three ~~ ee vy a 
oval Display Tables, 1534 x 10% x 2 inches; three oval Display Tables, 7 Please send literature describing 
10 x 6% x 2 inches; three oval Display Fixtures, 9x 6x8 inches; three , the above and also the new decora- 
oval Display Fixtures,5 x 7xS5inches. Price complete, 34 pieces, includ- tive five-fold Reversible Background. 
ing extra Reversible Tops for all Display Tables and Fixtures, $97.50. a ee 
HUGO STUDIOS. I eae NRA SATE OY 
9 nc. 
You A“ I ois ciara eee mle Kad Pe akdmbiowa Saks mars arate 


71-77 Park Place : New York City 7 City 
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Your Anniversary Event is 
an Opportunity --- Utilize It 
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Write us if you 
do not have a 
copy of our cat- 
alog. It shows 
new Spring 
decoratives and 
many ideas 
suitable for 
Anniversaries. 
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Foremost in importance in attracting public interest and patronage is the 
Anniversary or Birthday Sale or Special Presentation.» With the arrival of 
this event the good will secured through years of service may be linked with 
present offerings for a tremendous leap in sales and prestige. 


The success of your Anniversary will be doubly assured if your Displays and 
Interiors reflect the dignity and importance of the event. Adler-Jones’ deco- 
ratives are specially designed to give your annual celebration an atmosphere 
commensurate with your own particular event. Let us know about your next An- 
niversary and we will be pleased to submit suggestions for your consideration. 


The Adler-Jones Company 
649 South Wells Street CHICAGO 


Be Sure to Visit Our Display Room when in oie 
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